acta 


signing on Ernest Hemingway as 


Ree ae te 


. comic likes better than to step out 


*sioned lines to the assembled multi- 
Stude, with gestures. 


» 


§ advertising these days, but the best 
“4 publicity 


about N. W. Ayer. 
/convinced that keeping everlasting- | 
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Rough Proofs 


There’s a rash of stock exchange 


the brokers could get 
would be a market bull, slightly 
rampant. 


= | 


Fortune says Bucyrus-Erie makes 
an s.b. of a digger, a pretty compli- 
ment which should be followed by 


the copywriter. 
. vo 


Mayor LaGuardia has been mak- 
ing flying trips to Midwestern cities 
boosting the fair. If this keeps on | 
hell earn a place on the publicity 
payroll. 


vvy 
Judging from the violence of the 
warfare to control the actors’ 


j}unions, show business must be get- 
ting really good again. 


vvy 
There’s nothing a_ professional 


of his role and read some impas- 


ie A 


Listerine is going to modify some 
of its intriguing conversation on the 
subject of dandruff, at the sugges- 
tion of the Fx«C. But they say 
Fitch’s $1,000 isn’t safe yet. 


. we 


@ advertise the state, but is going to 


¥ 


begin at the beginning by selling 
Kansas to Kansans. Has anybody | 
paged William Allen White? 


, = F | 

Harvard University will publish | 
“The History of an Advertising | 
Agency,” a pamphlet of 700 pages | 
The author is' 
sly at it brings success. 


vyvry 


| 
Great Britain’s bookmakers, ac- | 


cording to ADVERTISING AGE, are 
consistent newspaper advertisers, 


BS but it 


you read the Post Southern 
( | 


alifornia’s Rex should be a good 
Prospect too. 


a 


Repealing prohibition of liquor 
ught back prosperity—or did it? 
, why not legalize the great in- 
dustry of gambling for more revelry 
and revenue? 


br 


= | ¥ 


You can bet on a horse-race at 
° ck and be thrown in the 
for placing the wager 
else. This makes sense 
1w, but who was it said the 
n ass? 


v 
ywhere 


vgv¥seeg? } 


54,000 of the 442,000 gro-| 
ell beer, deplores Budweis- | 

But maybe the grocers 
busy with those cartons of 


. = @ 


Coca Cola won’t be ac- 
‘Sy Thurman Arnold of oper- 
monopoly, Pepsi-Cola ‘is 


tin the game with an ad-.' 


Hershey Soap Copy 
Viewed as Shift in 
Long-Term Policy 


Report Newspaper 
Space for Chocolate 
Products May Follow 


Harrisburg, Pa., Aug. 10.—The 
sectional newspaper drive recently 
launched by the Hershey Estates for 
its cocoa butter toilet soap was 
viewed here today as a promotion 


move which may serve to alter rad- | 


ically the relationship of this well 
known name to advertising. 

The current Hershey campaign 
involves a schedule in one New 
Jersey and five Pennsylvania news- 
papers for the soap, a comparatively 
new product. The campaign, though 
small in scope, gains importance in 
the fact that Hershey in its long 
career has studiously avoided use of 
such advertising save for a few iso- 
lated instances. 

It has used space in newspapers 
adjacent to the Pennsylvania town 
in which the plant is located, but 
these advertisements have been of 
an institutional nature. Its only 
other recent venture into newspaper 
copy took place last year when in- 
sertions in New York newspapers 
announced that Douglas Corrigan, in 
his famous “wrong-way” flight over 
the Atlantic, had taken along some 
Hershey chocolate bars. 

A company spokesman told Ap- 


| VERTISING AGE today that the soap 
| Kansas has $60,000 available to 


campaign is limited momentarily by 
lack of wider distribution for the 
product. The drive will be ex- 
panded as soon as production and 


| 


distribution of the soap is extended | 
| to other territories, he added. Busi- 


ness paper copy is also being used | TI 


for the soap as well as for the Her- 
shey chocolate products. 
John Weidenhammer 


(Continued on Page 4) 


General Electric 
Set for Big Air 
Conditioning Push 


New York, Aug. 10.—Winding up 
a series of dealer meetings in key 
cities, executives of the heating and 
air conditioning division of General 
Electric Company disclosed here 
this week plans for one of its most 
intensive fall drives on behalf of its 
new gas and oil furnaces and winter 
air conditioning units. 

Glenn Gundell, advertising man- 
ager, said that the new line would 
be advertised in about 500 news- 
papers on a cooperative basis, in 
four consumer and business maga- 
zines, through direct mail, outdoor 
posters and point-of-sale displays. 

The consumer magazine list com- 
prises American, American Home, 
Better Homes & Gardens and For- 
tune. Product copy will be used in 
all except Fortune, where the mes- 


(Continued on Page 35) 


DIRECTORY OF FEATURES 


| lieves that both the 1940 Census of 


'sus of Population of which it is a 


and Asso- | tomers may never be entirely satis- 


Advertisers Look to Larger Farm 


FAMOUS NAME JOINS ADVERTISING ROSTER 


“0° HERSHEYS °°, 
Os COCOA 4 BUTTER ° 
TOILET -*. SOAP 


Now... delicately scented 


FIER the dey's work or pley— 
¥ atte: the strenuous dey s pre 
grem of sports in the sun—efter the 
hours spent on the beach o at the 
swimming pool—use HERSHEY'S 
COCOA BUTTER TOILET SOAP 

recommended especialy for sunburn. 


HERSHEY ESTATES 


At your Drug, Department 
and Grocery stores 
TRY IT! 

3 cokes for 25f 


A synonym for chocolate, but a stranger to advertising, Hershey steps out in 
newspaper copy to promote a new line of toilet soaps. 


Key to New Drive 
s (Picture on Page 39) 
Into Salient Facts New York, Aug. 10.—Guided by a 
Both Business and Popu-| ion experts and enthusiastically en- 
“ 2 . ,| dorsed by retailers, Cannon Mills 
lation Studies Will Aid | this week unfolded a towel promo- 
product to the design and tone of | 
10.— | the advertising. 
10ugh the thirst of marketers for Starting in September, Cannon 
information about the consumers 
who compose their prospective cus- 
consumers with a new line of towels 
bearing the name Americannon. 
The company whose promotion in 


Bureau of Census Cannon Turns to 
| growing trend of “Americanism” in 
tion program for 1939-40 which is 
Marketers - “ 
will employ its largest advertising 
| the past has been synonymous with 


to Dio D Americanism as 
| merchandising, attested to by fash- 
star-spangled from the name of the | 
Washington, D. C., Aug. 
budget in several years to acquaint 
| modernness, with naked ladies in 


fied, the Bureau of the Census be- 


Distribution and the decennial Cen- 


| part will shed light on many prob- | bathtubs featured in its copy, will 
/lems in which advertising men have | reverse its policy, with the sex ap- 


| 


Ad-libbing 12 
Basic Business Index 36 
| Coming Conventions 35 
| Editorials 12 
Farm Paper Linage 32 
Getting Personal 22 | 
Information for Advertisers 12 
Obituaries 30 
Photographic Review 39 


d ‘€ appropriation of a million 


Copy CUB. _| Voice of the Advertiser 


Rough Proofs 


a vital interest. | peal replaced by spinning wheels, 

The Census of Distribution will| bonnets and other representative 
be curtailed in some directions and Americana incorporated in the pat- 
expanded in others, largely to pro-| tern of the towels and copy layout. 
vide basic information for which The key symbol in the campaign 
such a keen demand exists. It will| will be the figure of a bell jar, un- 
include, as in previous years, data | der which is a wax figurine, popular 
on distribution of manufacturers’| in the early days of America. The 
sales, wholesale trade, retail trade, | type too, will have historical import, 
construction and service establish- | being reminiscent of that employed 
ments. Figures on banks and other|in newspapers in years gone by. 
financial establishments will be | The only modern feature to be re- 

(Continued on Page 8) (Continued on Page 2) 


‘Bast Minute News Flashes 


Doughnut Corporation Names Grey 


New York, Aug. 11.—The Doughnut Corporation of America today 
announced appointment of Grey Advertising Agency for a magazine, 
newspaper, radio and outdoor campaign. Paris & Peart will continue to 
handle advertising for Fixt cake mixes. 


30°, Sales Gain Spurs Smith-Corona Drive 

New York, Aug. 11.—Spurred by a 30 per cent sales increase shown 
for the first six months of the year, L. C. Smith & Corona Typewriters, 
Inc., will launch a fall campaign for Zephyr and Speedline Corona port- 
ables that will equal its record breaking 1938 drive, it was announced 
today. In line with increased attention to the more youthful market, 
copy has been scheduled for several publications with this type of 
audience, as well as general magazines. Newell-Emmett Company is the 
agency in charge. 


Humphrey New Rumford Baking Powder Agency 


Rumford, R. I., Aug. 11—Rumford Chemical Works, manufacturer 


|| of Rumford Baking Powder, has placed its advertising account with H. B. 
18 | Humphrey Company, Boston. 


Income as Spur to Rural Buying 


Predictions Indicate 
Slight Rise in Dollar 
Total Over 1938 


FARM MARKET ROUNDUP 
Vast New Market Afforded Rubber In- 


dustry on the Farm............... 24 
Farm Editor Terms Rural Market a 
"Frontier for Real Selling......... 25 
Farm Press Summarizes Conditions Af- 
fecting Purchasing Power a 
Comparative Index of Farm Purchasing 
Power, 1938 and 1939 Se 
Zenith Rural Drive Designed to Cure 
“High-Line" Complex .... 28 
Breakdown of Vital Farm Market Dis- 
tribution Statistics ... See 
Perfection Stove Finds Economy Plus 
Is Rural Demand... 32 


International Harvester Cites Changes 
in Buying Habits.......... 

Map of the United States Showing 
Dominant Farm Counties...... 34 

Standard Oil of Indiana Features Indi- 
vidual Farmers’ Exploits 


Chicago, Aug. 10.— Advertisers 
who are laying plans for promo- 
tional activities aimed at the na- 
tion’s great farm market will find 
several heartening factors that 
should classify the potential sales 
outlook as at least as good as last 
year’s and in all _ probabilities 
slightly better, a survey of condi- 
tions affecting farm purchasing 
power by ADVERTISING AGE revealed 
this week. 

Despite the fact that unfavorable 
weather conditions during July 
caused a drastic reduction in pros- 
pects for corn and other late crops 
in extensive Northeastern and West- 
ern areas, the Department of Agri- 
culture indicated today that condi- 
tions continued unusually favorable 
for crops in the central and eastern 
Corn Belt where prospects im- 
proved. The outlook as a whole 
was described as promising “an un- 
usually good yield per acre on a 
relatively small total acreage.” 

Four main factors contributed to 
the generally optimistic view of 
farm purchasing power during the 
year ahead: 

1. Expectations that gross farm 
income for 1939 will be in the neigh- 
borhood of $9,300,000,000, com- 
pared with $9,200,000,000 in 1938. 

2. Better prices in some areas, 
primarily in the East, where wider 
spread drought affected pastures 

(Continued on Page 34) 


La Guardia Sets 
Chicago Admen 
Straight on Fair 


Chicago, Aug. 10.—The biggest 
crowd of the year, overflowing the 
grand ballroom of the Sherman Ho- 
tel, turned out here today for a 
meeting of the Chicago Federated 
Advertising Club to hear New 
York’s fiery Mayor La Guardia do 
a sales job for the New York 
World’s Fair. 

Mayor La Guardia took particu- 
lar pains to point out the error of 
the opinion prevalent in the Middle 
West that only wealthy persons can 
afford to eat a hamburger or quaff 
a stein of beer at the fair, and he 
also emphasized the moral example 
which the fair is setting for the 
world by presenting a coordinated 
spectacle of the “last word” in every 
field in a peaceful setting. 
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100,000 Cars Set 
as Packard Goal 
for 12 Months 


Hudson Shows Newest 
Entry in Low Price Field 
to Dealers 


Detroit, Aug. 10.—Packard Motor 
Car Company, which sold about 
25,000 cars during the first six 
months of 1939, expects to move no 
less than 100,000 during the 1940 
model year, it announced this week 
as it held its preview and gave de- 
details of its advertising plans, 
which place unprecedented empha- 


sis on local copy, despite liberal use | 


of magazines. 
Meanwhile, Hudson 
Company, while more 


Motor Car 
reticent 


about its promotion plans, displayed 


its 1940 models here, pointing with 
pride to the automatic signaling, 
which is expected to eliminate the 
crashes caused in the past by driv- 
ers’ preoccupation. While prices 
were not announced, Hudson will 


invade the lowest price field with 
a new six. 

The annual convention of the 
Buick dealer organization has been 
announced for Aug. 23-Sept. 3 in 
Flint, Mich. The Pacific Coast meet- 
ing will be staged in Los Angeles 
Sept. 7. Oldsmobile has tentatively 
set Sept. 11 as its preview date. 


More Car for Money 


With price slashes of from $10 to 
$100, Packard will feature the slo- 
gan, “For 1940, Packard offers more 
car for your money.” Packard will 
dominate weekly magazines of the 
first full week of September by us- 
ing three pages in Collier’s, The 


New Yorker, Newsweek, The Satur- | 


day Evening Post and Time. This 
copy will be devoted to the two low 
price series, the 110 and 120, while 
two other campaigns will appear in 
general and class magazines in be- 


| half of the two higher priced lines. | 


Direct mail will figure promi- 
-nently in announcement copy, with 
'a mailing of 1,000,000 cards by deal- 
lers to be followed by a series of 
booklets on the junior car and other 
_ types of direct mail on the senior. 


Packard is as far ahead of the field 
in sales as in promotion plans. Two 
shifts are being employed for the 
first time in 18 months and the com- 
pany expects to have 10,000 of the 
new models in dealers’ hands by 
Sept. 1. Its production schedule for 
the remainder of the year is 50,000 


| units. 


The new models adhere closely to 
the style which has made Packard 
identifiable at a glance, although 
the radiator has been narrowed and 
“cat walk” cooling grille adopted. 
The wheelbase is unchanged. The 
120 has a new and powerful engine, 

| but the outstanding mechanical im- 
provement in the new line is spring 
suspension, combined with new 
shock absorbers which take the last 
ounce of bounce out of back seat 
| riding. 


Names Eastern Agency 
Coconut Products of America, De 
Soto City, Fla., has appointed East- 
ern Advertising Agency, New York, 
to handle its account. Robert H. 
Kupsick is account executive. 


Gets “Music Lover” 


|Two 24-sheet posters will be em-| 


| ployed, the first for early Septem- 


| ber and the second, embodying a 
|Christmas theme, in October. 
President M. M. Gilman said that 


Walter C. Elly, New York, has 
been appointed national advertising 
representative of American 


produced music. 
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OF SUPPLIES DIVISION 


Are Most Important 
Considerations 


IMMEDIATELY 


samtot PUBLIC PAYS FOR C 


speriener with th Careful Planning of Service and Choice 


| BY EFFICIENCY OF OPERATION 


of Basic Equipment Are Prime Requisites 


THE DOOR TO ALL CLASSES 


of 
INSTITUTIONS 


. . . and INSTITUTIONS Magazine is the ONE publication 
that can open that door for your sales message. Offering the 
exclusive advantage of reaching all classes of institutions, 
INSTITUTIONS Magazine presents an unequaled opportunity 
for a dynamic, dominating advertising campaign in this huge 
market at low cost. All the important buying factors of this 
mass-market read INSTITUTIONS Magazine each month. 
classes of institutions depend upon it for useful, helpful infor- 


mation of institutional products and practices—and more impor- 


tant—for ‘'where-to-buy-it" 


Audited Circulation Statement will readily indicate to you 


the tremendous sales and publicity possibilities for your par- 


ticular product. 


or consult your advertising agency about the ONE publication 


that can open the door to al 


information. 


For detailed information, write us today... 


| classes of institutions. 
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Purchase and Storage How To Reduce Your Security Tax AR CONDITIONING 


| 
INQUIRING REPORTER SEES 
WEED FOR ACTION 


BOTH NE 
DETERMINE KITCHEN LAYOUT anyp paeritaans 


Survey Covers Varied 
Applications Now 
in Practice 


A glance at the 
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EST. 1889 


of INSTITUTIONS Magazine 
Nov., 1938 (Audited by CCA) 


Hotels 8,601 
Hospitals and sanatoriums 6,110 


Schools and colleges 3,298 
All Clubs 5,948 
Homes: schools for deaf, 


blind, asylums, etc. 
Jails, houses of correction, 

penal institutions 3,238 
Gov't. Inst’ns & CCC Camps 1,812 
Restaurants 12,227 
Building owners and 


1,870 


managers 3,074 
Real estate departments 

of insurance companies 78 
Steamship lines and dining 

car systems 109 


Power and gas companies 290 
Outfitters or jobbers, and 


their salesmen 3,743 
Institutional departments 

of department stores 132 
Architects specializing in 

institutions 599 


Manufacturers and their 
salesmen and agents 3,627 
Misc 459 


TOTAL 55.215 


CCA Bipeaent Monthly 


—= 


A custom brewed beer for cultured tastes, Ambassador is 
designed to meet the present day demand for a lighter, milder, 
more delicately flavored beer. Only the choicest barley malt and 
hops ere used in brewing this distinctively different product. 


cultured beer for 


Cannon Turns to 
Americanism as 
Key to New Drive 


(Continued from Page 1) 
tained in Cannon’s advertising will 


The G. Krueger Brewing Company, Newark, N. J., has launched a newspaper and 
point of purchase campaign for Ambassador beer, its new premium product. 
Packaged only in bottles and draught kegs the new brew is advertised as "A 


|}and display. On this basis the ney 
‘Cannon merchandising plan was 
| dramatically presented to the sale 


cultured tastes.” 


force recently. On a calendar rep- 
resenting the next six months, every 


| day was covered with some point in 
the 


promotion. The impressive 
dramatization was designed to con- 


|vince salesmen of the comprehen- 
|}siveness of Cannon’s effort. 


N. W 
Ayer & Son handles the account. 


'be the picturing of the towels them- | Brewery Guide Out 


selves, which will continue to be | 
This | sued the 1939 edition of its “Buy- 


‘shown in color photographs. 
| technique, the company feels, lends 
| itself admirably to portrayal of the 
product’s texture. 

The campaign will get under way 
in the September issues of sev- 
eral magazines, including American 
Home, Good Housekeeping, Harper’s 
| Bazaar, Ladies’ Home Journal and 
| Vogue. A schedule in McCall’s will 
hes added later along with a com- 
| plete business paper list. The drive 
will last for a year, with a total of 
| 83 insertions in national magazines 
scheduled. Full pages in color and 
spreads will be sprinkled through 
the schedule. 

Company executives described 
the big effort as a four-way pro- 
gram, consisting of consumer copy, 
trade advertising, store promotion 


acts 
"Ask our Morket Research Department for the foc 


Brewery Age, New York, has is- 


'er’s Guide and Directory,” contain- 
ling a list of all operating breweries 
lin the United States and adminis- 
trative personnel. 


classifications of equipment 
materials used in breweries. 


Eldridge Leaves Y&R; 
Brockway Promoted 


Clarence E. Eldridge has resigned 
from Young & Rubicam, New York, 
|to become vice-president of Gen- 
|eral Foods Sales Corporation. 
| Louis N. Brockway, associated 
_with Y&R for nine years, has been 
'named vice-president and will fill 
Mr. Eldridge’s former post, in 
charge of contact on General Foods 
products handled by the agency. 
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: WELL, WHY’ 

nle- " 

andl The answer is simple—MADEMOISELLE makes a vital appeal ° 
to its readers because it speaks their language—and to its adver- 

= tisers because it sells their merchandise. 

ated Who are those readers? Young careerists, college girls, debu- 

been 

- tantes and young marrieds—eager to know what’s new. They’re 

oods 

ate the young people who go places and buy things. 


Who are the advertisers? People who, like everyone in business, 


he eer nL 


want to see “‘direct results’. Among the 132 pages of adver- 


tising, there are 46 pages of retail advertising—the most exact- 


ing test for immediate results and traceable sales. Incidentally, 
MADEMOISELLE’s rate is an exceptionally good buy —the 


lowest rate per page per thousand of any class magazine. 


MADEMOISELLE 


The Magazine for Smart Young Women Also Known as The Magazine for Smart Advertisers 


| EAST 57TH STREET NEW YORK CITY 


ADVERTISING OFFICES: 79 SEVENTH AVENUE, NEW YORK; 410 MICHIGAN AVE. CHICAGO; RUSS BUILDING, SAN FRANCISCO; GARFIELD BUILDING, 
LOS ANGELES; 32 BATCHELDER ST.. MELROSE, MASS.; 19—l1ITH ST. N. E.. ATLANTA, GA. 
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motion picture films and point *! Victorian Era COLOR COPY STRESSES VALUE THEME 


Hershey Soap Copy sale promotion. One company 
spokesman said that the films had) Designs Featured n } 

e Shif . probably reached’ every oer h 1 ti ‘ “TRACT *“y° 

child in the country and that a “ ss se ' onan 7, 

Viewed as | I in variety of store promotion material by Pro P Y ac-tic | ca 2 »- / + WN UNIVERSAL 

9 bulwarked this educational effort at! New York, Aug. 9.—Following | i 4 en | (f? nie y ye oe 

I | p | the point of sale. the trend toward a revived interest | } WU, see + a wv . 

ong- erm 0 Icy It was also emphasized that ab- | in the Victorian era, Pro-phy-lac- | Di ot - &2 it Pe. - ‘ 

sence of more varied media from|tic Brush Company today unveiled i . fi oe : 

(Continued from Page 1) the promotion program was not to|its Christmas line which features 
ciates, the agency in charge, has| be interpreted as a lack of faith | Victorian dresser sets along with 
formulated a checking plan to test| in advertising. Hershey dealers, for | modern design. The former will be 
the power of the newspaper copy|example, are frequent users of | featured in a pre-holiday advertis- 
and has also submitted plans to the | Newspaper space, scheduling copy | ing campaign in magazines. 
company for use of newspaper | prepared by the company. It is also Budget Increased 


space on its other products. believed that the company bears a 

Although sales figures have not| substantial part of the cost of such| victor W. Fitch, vice-president in ements othe rot wigs! estar deel bs A Se, 
been disclosed, it is reliably esti- | advertising. charge of sales promotion, presented ‘ 4 4 rae TN hy ei 
mated that Hershey produces more the new line at a press preview here eves SSS <i) ST vemos ova 
than 50 per cent of the nation’s today. He said that the company’s =! Rik . wor wr vaneron 
chocolate products. Its merchandis- | N, W. Tourist Bodies Christmas advertising has been ed ie Co yrourtne om So weer 3 : 768 
ing technique has been successful May Consolidate increased with Harper’s Bazaar wo pres ths 


enough to put the confection on sale ’ F Mademoiselle and Vogue scheduled 
in virtually every retail outlet in| . A™Malgamation of all tourist agen-| 55. the bulk of the copy, and with 


> 

y cies in the Pacific Northwest is be-|,, : =| 
ss the country. ing considered by the organizations, so nen ny go aaa . oon =| 
following a meeting at Vancouver, ji , : . =, 

POURSes 6) Tents Age ) ~ ae ee A of the Van- Victorian designs to be featured = 

The company was founded 40/couver Tourist Association and the|by Pho-phy-lac-tic this fall date 4 

years ago by Milton Snavely Her-| British Columbia government. back to around 1866, hand-made, en- =, 


shey with an initial investment of | The movement was inspired by | graved dies of brush, comb and mir- 
$1,000,000 which he had acquired cooperation between i a el ror dressing sets having been resur- 
from the sale of caramels. Its pro- | bia and Washington tourist develop-| rected for the purpose. Modern 


motion program, although virtually ul a aunt te tie pe plastics have been used to make the 


excluding publication copy has in-| Evening Post telling of the glories|S¢ts. Lambert & Feasley is the 
cluded considerable attention § to | of the entire northwest. agency. 


Minneapolis-Moline Power Implement Company, Minneapolis, will depend on 
lavish color insertions in farm papers to put across its tractor value story during 
the coming year. 


. stores in the low income districts 

Early Fytension sold 28 per cent more butter and 5 
per cent more eggs during the nine- 

week experimental period, in addi- 

f { P| tion to a 62 per cent increase in 
0 amp an flour sales and 46 per cent in prune 


volume. 


Corn meal sales gained 76 per 
ls orecast cent. Sales of oranges jumped 31 
per cent while they were declining 
27 per cent in stores catering to high 
income classes. 

The Department has drawn the 
following conclusions from _ the 
Rochester experiment: 

Eligible participants are steadily 
on the increase, and better diets for 
needy persons are being provided 
Increased volume of trade in groc- 
ery stores has had a stimulating 
efiect on other types of business in 
the community. 

Participating merchants have re- 
ceived payment for their stamps 
7 from the Treasury Department 
The most complete picture of re-| within a few days. Banks have co- 


“ sults comes from Rochester, where | operated in stamp redemption. Fev 
b f; A the idea was first put into execu-| violations of the regulations govern- 
ng an uys rom merica tion. From May 16 to July 15, ex-|; Label : 


; 2. : ing distribution and use of the 
penditures by needy families with 


blue stamps for surplus commodi- Senge wane Sree. 
more than half the total bought planning + Bag -gru lagen Webb a en 
by the rest of Europe 


Washington, D. C., Aug. 10.—With 
lard and vegetable fat products 
added to the list of surplus com- 
modities, early expansion of the 
food stamp plan was indicated to- 
day by Secretary of Agriculture 
Wallace. Results thus far are re- 
garded as so satisfactory that the 
plan may soon be instituted nation- 
ie | ally without further experiment. It 
Thea ‘+, |is now operating in Rochester, Day- 
| nea: Lt } . ton, Seattle and Birmingham, and 
‘ , ~ will be extended to Des Moines and 
Pottawatomie County, Okla. 


a are -cagalineame apes 


SP Le 


oe es 
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The “Leatuer Borrie” [nw in Kent—mentioned in “The Pickwick Papers” 


for butter, 30 per cent for eggs, 8| Ward Webb has joined the nev 
per cent for white and graham flour, | business department of H. W. Kas- 
2 per cent for prunes, 3 per cent|tor & Sons Advertising Company 
for beans, 0.5 per cent for corn meal | Chicago. He will specialize in radi 
and 24 per cent for oranges and| Mr. Webb was formerly with Ruth- 


The following questions 
and answers may help 
you in building your 
English sales... 


Question: Is the average Englishman 
richer or poorer today than he was in 


the “boom” year 1929? 


Answer: Considerably richer. From 
1929 to 1937 the average yearly in 
come per head in Great Britain rose 
trom $462 to $¢q8 while the cost of 
the necessities of life fell by 4%. (In 
the U.S.A... meanwhile, the average 


yearly income per head fell from $66 


to $540.) American exports to the 
United Kinga: In 1938 totaled 
$621,123,664— more than half the 


yvolurne bouvht by the rest ot | urope 


Question: Are English people “adver- 


sising consciou 4 


Answer: They should be. For every 
dollar spent per head in America on 
newspaper or magazine advertising, 
two dollars are spent in England. 


7 
otal 


Question: Which English advertising 
medium gives you four times the cover- 
age density of Lite? 

Answer: The Radio Times, with a 
circulation of three million, reaches 
one English family in four. Life's two 
million circulation takes it to one 
American family in sixteen. 


Duestion: Why ts the circulation of the 
Radio Times heavily weighted towards 
the up per end of the English income scale? 
Answer: Because it is read exclu- 
sively by owners of radio sets. In 
k.ngland, radio ownership 1s indicative 
of good purchasing power. The Radio 
Times goes to more than one million 
familiestn the u ipper income bracket 


*uestion: How is a single weekly inser- 
tion in the Radio Times equal to a na- 
tional advertising campaign for a week? 

Answer: An independent survey 
shows that the Radio Times is reterred 
to every day in the week by go% ot its 

10 »,OOK subscribers. This is because 
the Radio Times is the only publica- 
tion allowed to print British radio 
programs tor a week in advance. 

* * 7 

If you are an American manufacturer 
elling in England and would like 
further market facts affecting your 
product, write to the Advertisement 
Director, British Broadcasting Cor- 
poration Publications, Broadcasting 
House, Portland Place, l ondon, Wii 


The English weekly magazine with a density of coverage 


four times that of Life 


RADIO 


TIMES 


(Guaranteed net weekly sales, 3,000,000) 


(Rate, $2.46 per line 


per million readers) 


grapefruit. 


Grocery Volume Jumps 

Total weekly sales among repre- 
sentative stores in low income dis- 
tricts were 12 per cent higher dur- 
ing the nine weeks ending July 15 
than during the four weeks prior to 
inauguration of the program, this 
explaining enthusiasm of the retail 
trade for the idea. Stores in middle 
income areas reported sales 8 per 
cent higher and those in high in- 
come sections reported no change. 

The Department of Commerce 
en that the figures indicate that 


rauff & Ryan, Chicago. 


Shave Resigns 


Ed L. Shave has resigned as di- 
rector of the Minnesota Tour's! 
Bureau, St. Paul. He assumed the 
post only recently, succeeding 
George Bradley as head of the sta® 
promotion organization. 


Mack Names Boyd 


Mack Molding Company, Way" 
N. J., plastic moldings, has 4P 
pointed J. Clement Boyd, I” 
| Montclair, N. J., to direct its adve™ 
tising. 
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lo? “I miss it awfully. Please 
we change my address.” 


Jas. D. Novak, Wamblee, S. D. 


... one oi 


70.000 


TICAL BUILDER 


Buren St. - - - - - CHICAGO 
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SOUTHWESTERN FARMERS TALK SOIL CONSERVATION WITH 


a , PNY. ha’ a .% ee . a ‘- 
m * ite gf) st : 


wae oe Se ¢ eee oe ae 


ACRES OF EVEN, CONTOURED ROWS 


SOIL ROBBERS ON THE RUN 


Two decades of “Save Our Soil” education by The Farmer-Stockman set the 


stage for today’s widespread soil conservation practices on Southwestern farms. 


WENTY-THREE years ago, to be exact, 
The Farmer-Stockman published its first 
At that time little or no 
public alarm was felt over the loss of soil by 


article on soil erosion. 


“Don’t we live in the richest 
country in the world? Soil of virgin fertility. 
Give us the right sort of weather and we'll make 
bumper crops every year.” 


water erosion. 


talk out in the 
But The Farmer-Stockman saw it dif- 
It took note of what had already 
happened, projected that loss into the future 
and visioned the ruin which lay ahead—unless 
something was done about it. 

We proceeded to do our part. 
about terraces, 


Such was the common 
country. 
ferently. 


We wrote 
and other 
devices available to the farmer for saving his 
land. That progress was slow, we admit. But 
that did not daunt us. We were in the fight to 
stay, and so we told our story over and over. 


soil-saving dams 


Time was our ally, for with the passing 
‘ears the truth of our story couldn't be denied. 
lhe things we had predicted began to come 
true. Soe, more and more farmers reversed their 
points of view. From soil robbers they became 


~oil builders. 


E were ready to complete the job of, for 
and by ourselves when the federal govern- 


vent arrived with its campaign of soil-saving. 


WASHED LAND IS LOST LAND, but 


like this are fast disappearing throughout the Southwest. 


scenes 


gna 


SBE gs 


We welcomed this new force heartily. Anything 
to get the soil saved. We didn’t care, and don’t 
now care, who gets the credit, just so the job 
is done. 

The net loss of soil in Farmer-Stockman 
territory has now about been stopped. Some 
loss goes on for some farmers won't change their 
habits. But the majority—and each year it's 
a bigger majority—are holding their soil put 
and adding a little more fertility to it each year. 

From now on we confidently face a better 
soil, bigger crops and more income each year. 
We are confident of this because we are turning 
to more livestock. Thus, we are getting down to 
rock bottom after too many years of exploitive 
crop farming. 


ND, of course, we are growing more grass. 
That's vital both to a soil-saving program 

and to economical livestock raising. Along with 
all efforts to save soil has gone a constant appeal 
We 


are trying to make, not two blades of grass grow 


in The Farmer-Stockman for more grass. 


where one grew before, but three and four 
blades. And farmers like it. 
of a surplus of grass. 


No one ever heard 


The fact that the huge government program 
has swallowed up other programs to prevent 
The effort we 
made for 20 years before the government got 


erosion causes us no concern. 


By Clarence Roberts 


Evitor, THe FARMER-STOCKMAN 


Editor Roberts joined the staff of The 
Farmer-Stockman in 1916 and late that year 
wrote his first article on soil conservation. He 
wrote: “The problem of soil erosion is one 
of our biggest problems. It is basic. It is 
fundamental.” Since that time soil conserva- 
tion has been a major editorial project of 
The Farmer-Stockman. 


on the job is written on the pages of The 
Farmer-Stockman. We know we helped to pre- 
pare the way for a quick acceptance of that 


program. And on that record we rest content, 


HE Farmer-Stockman’s approach to the 

problem of soil conservation is typical of its 
far-sighted, broad, constructive policy wherever 
the business, community and home life, the 
education and legislation which affect its farm 
families are concerned. Its accomplishment in 
the solution of the problem definitely stamps it 
as the most powerful force in moulding the 
agricultural pattern of the farmers of the South- 
west. Its 30-year record of friendly service has 
won the complete confidence of the area’s most 
important economic group—a group that makes 
up 65% of the Southwest's total population, 


THE FARMER-STOCKMAN 


THE OKLAHOMA PUBLISHING 
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|The ASCAP board is reported to 
| have authorized Gene Buck, presi- 
dent, to appoint 
board members with power to nego- 
| tiate, but Mr. 


Broadcasters Call 
Special Meet on 
Music Problems 


Industry to Convene in 
Chicago for Beginning| 


ea Society’s requirements that it 
of New Era pay tribute percentage-wise on all 


| committee, and the date of his re- 
| turn is uncertain 


| tract expires Dec. 31, 1940. 


Termed Defense Move 


The stated objectives of the Chi- 
cago meeting are: 


a committee of | 


Buck departed on a) 
vacation without appointing such a/} 


. The existing con- | 


to disclose its plans fully, Mr. Mil- | 


ler said that the principal effort | 


will take the form 


of engaging | 


} 


composers and authors to build up a} 


of new 
music 


reservoir 
larizing 


music and popu- 
now in 


the public | 


domain by giving it representation | 


on the air. 


| will be made to enter into contracts 
|with ASCAP members who have} 


To defend the industry against | 


: ; ae programs regardless of whether | 
W ashington, D C., Aug. 10.—The they use ASCAP music or any mu-| 
broadcasting industry’s long dis-| sie at all. 


cussed plan to develop music sources | 
which would make it independent of 
the American Society of Composers, 
Authors and Publishers was given 
impetus here this week when Nev- 
ille Miller, president, National As- 
sociation of Broadcasters, called a 
special membership meeting at the 
Edgewater Beach Hotel, Chicago, 
for Sept. 15. The NAB copyright 
committee met in New York yester- 
day to engage a specialized staff for 


2. To reduce the broadcasters’ an- 
nual toll to the Society, now 
proximating $4,000,000 a year 
rapidly mounting. 

3. To bring about a more equit- 
able distribution of the charges 
among broadcasters themselves. 

4. To foster, encourage and pro- 


and 


new lyrics by giving the opportun- 
ity to be heard to new composers 
and authors. 


ap- | 


new 


that purpose. 5. To arm themselves with such 

Mr. Miller’s action came after|supply of, or access to, music as 
John Paine, general manager of) will enable members to conduct fu- | 
ASCAP, informed the NAB com-| 


mittee that his organization was not 
proposals. 


on terms of equality. 


prepared to make any 


and buy? 


When you are dissatisfied with your sales 
curve, do you wonder about the quality of 
your advertising copy? Do you demand 
ads with more punch? More ump-ff? 


$$$ Your ads may be just right. There is 
such a thing as too much ump-ff. How 
about other phases of your adver- 
tising strategy? 

$$$ Suppose, for example, you sell 
to high executives — machinery, 


raw materials, in- 


STREET 
JOURNAL 


transportation, 
surance, or something else. 

$$$ To what extent are the publi- 
cations you advertise in read 
home? Do you merchandise your 


ture negotiations with the Society | R. Lohr, 


While the association is not ready executive vice-president, 


not yet renewed their ties with the 
Society. 


He added that efforts | 


In addition, NAB proposes | 


a cooperative effort in the music | 


publishing field on a 


basis. 


non-profit 


Mr. Miller’s convention call was | 


issued in conformance with instruc- 


tions received by the copyright com- | 


mittee 
tion in Atlantic City. 
temper manifested at that time, Mr. 
Miller expects no difficulty in se- 
curing ample funds to prosecute the 
program. The broadcasters 
have paid the ASCAP $20,000,000 in 
the last six years, Mr. Miller said. 
While they expect to pay substan- 


mote the writing of new music and| tial sums for the use of music con- 


trolled by houses affiliated with the 
Society, they have finally arrived at 
the decision that the time has come 
to make a fresh start. 

Members of the negotiating com- 
mittee are besides Mr. Miller, Lenox 
president, National Broad- 
casting Company; Edward Klauber, 
Columbia 


story forcefully enough in offices, where 
executives can readily consult with associ- 
ates, dictate instructions, get further facts, 
If you don’t, you can’t expect 
full value from your advertising copy. 


$$$ You merchandise your advertising 
you tell your story to management execu- 
tives at point of sale, by using The Wall 
Street Journal. 


It is the one and only 


national publication for that purpose. 


$$$ 86 per cent of its subscribers read it 
in their offices at their desks. 


$$$ It gives you, per ad- 
vertising dollar, 
readers who are active 


more 


management -executives 
of industrial corpora- 
tions with assets of over 
$1,000,000 than any 
other publication — 
magazine or newspaper. 


at point of sale 


Ja 


at the recent NAB conven- | 
In view of the | 


| 


es, 


FARM DOLLAR: TRAVELS FAR AND WIDE 


HOW THE AVERAGE FARM DOLLAR IS DIVIDED 


oh ee 


~ Ne ExpenpiTURE?” — 


—_—_ 


This chart prepared by the Midwest Farm Paper Unit shows the division of the 
average farm dollar as estimated in recent studies made by the Department of 


Agriculture. 


Previous estimates have recently been revised on the basis of a 


comprehensive survey of consumer purchases in rural areas and other data. 


Broadcasting System; John Elmer, 
president, WCBM, Baltimore; Sam- 
uel R. Rosenbaum, president, WF'IL, | 
Philadelphia; Walter J. Damm, 
managing director, WTMJ, Milwau- 
kee; and John Shepard 3rd, presi- 
dent, Yankee Network, Boston. 
This committee began negotia- 


_tions with the copyright pool last 


| March, but was able to 


make no 
progress. It immediately got into 
touch with the copyright committee 
of which it is a sub-committee. The 


| copyright committee decided to call 


! 


|izations have indulged in a consid- 
| erable 


a convention of the entire industry | 
to raise a war chest and to ratify | 
plans to be formulated in the mean- 
while. | 

The copyright committee em-| 
braces, besides members of the ne-| 
gotiating committee, the following: | 
Edwin W. Craig, WSM, Nashville; | 
Gregory Gentling, KROC, Roches- 
ter, Minn.; Clair McCollough, 
WGAL, Lancaster, Pa.; Theodore C. 
Streibert, Mutual Broadcasting Sys- 
tem, New York; Harold Wheelahan, 
WSMB, New Orleans, and I. R.| 
Lounsberry, WGR-WKBW, Buffalo. 

The presidents of the two organ- 


amount of recrimination, 
Gene Buck charging bad faith by | 
the broadcasters in a statement is- 
sued at San Francisco, while Mr. 
Miller charged ASCAP with at- 
tempting to evade the issue in the 
hope of maintaining the status quo. 

The ink was hardly dry on the 


‘five-year contract between the two 


vented,” he 


organizations, Mr. Buck charged, 
before NAB attempted to gain ad- 
vantages by introduction of special 
legislation. 

“Since broadcasting was __in- 
continued, “the 
casters have indulged in the 
tic idea that the 
who create the 


broad- 
fantas- 
men and women 
music of the nation 


COMPLETE SALES CONTEST SERVICE 


CAPPEL, MAC DONALD & CO., DAYTON, OHIO 


DETROIT @ NEW YORK @ CHICAGO e@ ST. LOUIS @ CLEVELAND @ LOS ANGELES e@ DALLAS 


.|music which makes their 


| some 


| should furnish their products to this 


vast and powerful industry gratis. 
“It is a sad state of affairs when 


these gentlemen, who sell commer- | 


cial time to the amount of $118,000,- 
000 annually and will pay artists, 
performers and interpreters of mu- 
sic as much as $15,000 for a single 
performance, whimper because they 
have to pay the composers and au- 
thors about $3,500,000 a year for the 
industry 
possible.” 


Miller’s Reply 


To this, Mr. Miller retorted that 
the radio industry is willing to pay 
when it uses ASCAP music, but is 
unwilling to pay it for programs 
which do not play that music. This 
is the heart of the present problem, 
he said. 

“With few exceptions,” he ex- 
| plained, “radio stations pay ASCAP 
5 per cent on their total gross re- 
ceipts, including revenues’ from 


|sponsorship of dramatic shows, news 


and sports broadcasts, and many 


|other programs which do not util- 


ize any music whatever, as well as 
which contain music from 
sources other than ASCAP. We are 
unwilling to continue such a policy 

“Since last March, we have tried 
unsuccessfully to secure from the 
Society some expression as to the 
terms upon which it will renew the 
contracts. We do not propose to let 
matters drift on until Dec. 31, 1940, 
and then, at the eleventh hour, be 
forced into an unfair and inequit- 
able contract dictated by ASCAP’s 
present monopolistic control. 

“The radio industry can no longer 


have its economic stability threat- 
ened by dependence upon one 
source of music, especially whet 


that source 
monopoly.” 


is a copyright pool and 


MERCHANDISE PRIZE 


AWARDS 


PRIZE BONUS CAMPAIGNS 
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“THE YOUTH OF AMERICA IS 


THEIR OLDEST TRADITION” 
Oscar Wilde 


True words spoken in jest, Oscar, Old Thing! You 
thought you were pulling Uncle Sam’s leg when 
ripping off this riposte...but you were really 
siving us a pat on the back! America is a great 
country because YOUTH is served first. 


\o one knows this better than the automotive man. 
Kach year prodigious labors create better values, 
greater thrills, new ideas—and for whom? For 
our “oldest tradition”—the Youth of America — 
unafraid of the future, eager to step up and try 
the last word first! Not the die-hards, but the live- 
hards! The men of the motor industry sweat and 
toil to pack action, drama, exhilaration into some- 
thing an economist calls “efficient mobile trans- 
portation”, 


ln design shop, factory, front office and showroom, 
the injunction, “Serve Youth”, guides the lines on 
the blue-prints, forces tremendous production 
thanges, builds new dies and checks prospect files. 
Vo other industry on earth goes so far, and spends 
much to lure active generations to the dotted line. 


od 


Vollier’s. too, is wedded to Youth. For the Active 
Ce . ; , : 
Herations, Quent Reynolds risksaGerman prison 


get the real facts on the refugee problem. For 


lie “Look-Aheads’, Davenport tours the smoulder- 


é 


FOR AUTOMOTIVE ACTION 


iE 


ing cane-brakes to witness a miracle in public- 
health service. For the Truth-Seekers, W. B. 
Courtney braves those hells known on the map as 
Tientsin, Hangkow, Foochow, and writes his stories 
while 100 kilo bombs blast cities to bits. To bring 
the true picture of today’s active drama to active 
people, Collier’s staff travels more than a quarter 
of a million miles a year! 


That's only one side of the picture an active maga- 
zine paints for its readers. New names in fiction, 
consistently more than any other publication, pic- 
ture the active story-world. More editorial full 
color—more than the rest of the weekly field com- 
bined—arrests active attention, assures avid read- 
ership! And Collier’s, publishing more cartoons 
than any other magazine, carries those interested 
eyes, back and forth, through every page, through 


every issue! 


A magazine directly appealing to active people 
should thrive in a nation dedicated to the active 
youth, It does! Collier’s circulation is now more 
than 2,800,000—200,000 greater than for the same 
period last year! And a new survey shows that 
80% of Collier’s readers are under 45 years of age. 


A magazine with this circulation in this market 
should constantly earn greater favor with national 
advertisers. Collier’s does! June was the greatest 
June in Collier’s history! And for the first six 
months of 1939, automotive revenue in Collier’s 
tops all existing records by a big margin. 


Here stands Collier's, at new peaks in reader and 
advertiser acceptance ready to enter the lists with 
a strong hold on America’s “oldest tradition”, 
won by embracing their own characteristics: 
Power, Youth and Enthusiasm! 
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CROWELL-COLLIER PUBLISHING COMPANY + GENERAL MOTORS BUILDING + DETROIT, MICHIGAN 
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Bureau of Census 
to Dig Deeper 
Into Salient Facts 


(Continued from Page 1) 


missing, along with those on insur- 
ance, motor transportation, ware- 
housing, real estate businesses, and 
a few others. 

The Census of Distribution will 
therefore be free to investigate 
other fields. It will place more em- 
phasis on analysis of wholesalers’ 
and retailers’ business by types of 
operation and buying affiliations, 
which will throw light on buying 
sources. While the summary for 
wholesale operations will again be 
divulged on a state and city basis, 


Send for your copy of demonstra- 
tion broadside ‘Out in Front.” 
Address Sales Department,“E” 
International Paper Company. 


the data will for the first time be | 
presented by trades, with separate 
reports for groceries, drugs, tobacco | 
and other types of outlets. 


Study Relative Volume 


Though the Bureau of the Census 
has been unable to overcome all of 
the obstacles standing in the path 
of a complete analysis of the rel- 
ative importance of different types 
of outlets for the same product, 
some progress has been made in this 
direction. Vergil D. Reed, assistant 
director of the Bureau, said that 
commodity breakdowns are virtu- 
ally impossible to obtain with any 
accuracy, because 80 per cent of re- 
tailers do not keep their records in 
the necessary detail. Even the large 
department and chain stores do not 
provide the basic data for this type 
of collation. 

In spite of this the Bureau has 
developed a “block method” of com- 


modity reporting which it believes 


ENGLISH FINISH is “out in front’ 


will provide accurate figures not 
available in the past. Under this 
method, 10 or 12 commodities sold 
in given types of stores will be re- 
| ported separately, while remaining 
| classifications will be grouped under 
| the heading of “other sales.” More 
detailed studies than ever before 
will be made of the comparative 
importance of customer types served 
by wholesalers, to supplement the 
commodity surveys. 


Abandon Some Questions 


N. H. Engel, assistant director, 
Bureau of Foreign and Domestic 
Commerce, and president, Ameri- 
can Marketing Association, said that 
more accurate definition of metro- 
politan areas will make the Census 
of Distribution more helpful to mar- 
keters than ever before. A commit- 
tee of the Bureau of the Census has 
been working on this project for 
more than a year. 

On the other hand, the Bureau 


' 


Von iwi ; 


Specify Saratoga English Finish for printing that wzs/ SARATOGA 


its inquiries because of lack of au- 
thentic data. In this classification 
fall inquiries on profits, sales or 
purchases by detailed commodity 
groups, sales made by a given es- 
tablishment to customers within a 
given radius, proprietor’s withdraw- 
als in cash or merchandise, segre- 
gation of sales and other taxes from 
volume of sales, operating expenses 
of stnall stores and sales by brands 
or sources of supply. Dr. Engel said 
that the decision to eliminate sta- 
tistics on retailers’ operating costs 


was reached with great reluctance | 


and only after it had been demon- 
strated that it is impossible to se- 
cure accurate figures. 

Another disappointment awaits 
advertising men in the farm field, 
where the Bureau had hoped to 
compile statistics plainly tracing the 
flow of farm commodities through 
every distribution channel into the 
hands of the consumer. However, 


has been forced to discard some of | the census will delineate a Market 


in every characteristic that 


determines the selection of a good, economical book paper for 


catalogs, broadsides, package inserts, house organs and booklets. 


and six colors. 


220 East 42nd Street, New York, N. Y. 


Branch Offices: 


BOSTON «. CHICAGO .« 


Made especially for low-cost production, Saratoga English Finish 
feeds flat on any type of press, takes smooth ink impressions, dries 


quickly and folds well. And costs /ess. Available in white, india 


INTERNATIONAL PAPER COMPANY 


CLEVELAND 


SARATOGA BOOK 
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which has received scant attentig, 
heretofore. This is the part-tim, 
farm area which has developed on 
the outskirts of many metropolitan 
districts. 

“Formerly we had two sharply 
divided general market areas,” sajq 
Dr. Reed. “They were urban and 
rural. In the past few years, we 
have seen the birth of a new type 
of activity—part time cultivation of 
the soil by men who also are em. 
ployed wholly or partly in business 
in the cities near which they live” 

Other highlights of the agricy). 
ture census will be mirrored in the 
figures on migratory population 
shifts, which are expected to show 
that in the past two years there has 
been a definite repatriation to the 
Middle West of many farmers who 
had left the dust bow] for the Pa. 
cific Coast. 

The census will also show some 
of the changes wrought by the 
thriving quick freezing process op 
fresh fruit and vegetable areas, as 
well as the metamorphosis effected 
by gradual expansion in the use of 
electricity in rural areas, with the 
consequent opening of new markets 
to electrical appliances and farm 
equipment manufacturers. 


First Housing Census 


More facts than ever before about 
the nation’s housing will be on tap, 
if tests to begin next week in §&t. 
Joseph and Marshall counties, Indi- 
ana, prove the feasibility of the 
project. About $9,000,000 was added 
to the census cost of $45,000,000 for 
the housing study. 

“Type of home” will be the first 


family, three-family and four-fam- 
ily houses, apartment houses for 


|habited buildings. 


five or more families, and other in- 
The amount of 
mortgage on each home, if any, will 
also be disclosed. Adequacy of 
housing will be determined by an- 
other question on the number of 
rooms in each dwelling. 
| “Age at last birthday,” 
jingly innocuous question, will re- 
ceive much attention from _ the 
;enumerators. The Bureau of the 
Census explains its significance as 
| follows: 
| “Accurate age statistics grow 
| more important at each census since 
the American people are growing 
|older as a group. This situation has 
|many important implications, in- 
cluding decrease in school attend- 
| ance, increase in manufacture of 
| goods destined for use by older peo- 
ple and similar developments.” 
Inquiries about marital status are 
_intended to provide valuable infor- 
mation concerning trends of stabil- 
ity of American family life. The 
census will show the facts abou! 
attendance at school or college ané 
will also answer the question of 


LL, | poe 


question asked. Separate divisions | 
will be made for single-family, two- | 


a seem-7 


, what happens to native-born chil- 
dren of foreign-born parents. 
A supplementary schedule wil 
cover the number of radio sets it 
each family, whether or not the 
home boasts running water and Va- 
rious types of water service and 
electricity in the home. 


OMAHA— 
A Transportation 
Key City 
Omaha is the country's 4th largest . 


toad center—key city to a nationwide 
work of transportation facilities, incwe’® 


the newly opened Missouri River 


waterway from Kansas City. 


These superb transportation facilities 
accessibility. They offer easy an *" 
nomical movement of goods to numero 
rich trading centers in the World: i 
market. This market covers all © 
braska and Southwestern lowa—@* ' 
market for your test campaign. 
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Listerine Dandruff 
Claims to Continue, 
Says Lambert Chief 


Holds FTC Stipulation 
Clarifies Disputed Med- 
ical Point 


: 
n St. Louis, Aug. 8.—Listerine ad- 
y vertising will continue to spotlight 
S$ the efficacy of the product as a 
e oe uff remedy, John L. Johnston, 
0 ient of the Lambert Pharmacal 
- Con any, asserted here today in 
conn ection with the stipulation an- 
ie nounced last week by the Federal 
he Trade Commission. Details of the 
on agreement, which centered about 
as Listerine advertising claims, were 
ed published in last week’s issue o 
of ADVERTISING AGE. 
he Mr. Johnston declared: 
ets “As stated in the first part of the 
fm § stipulation, the Lambert Pharmaca 
Company has conducted extensive 
arch to determine the funda 
mental facts about dandruff. This 
out esearch has been carried on by in- 
ap, iependent physicians and scientists 
St. and is being continued, in both lab 
di- atories and clinics, to develop ad- 
the onal knowledge in this field. It 
ded s now recognized, as pointed out in 
for} the stipulation, that dandruff is 
sometimes caused by a germ and 
first s in fact the most frequent scaly 
ions lisease of the scalp; but the view 
WO-|)> that dandruff is always a disease, 
am- lthough held by some eminen 
for edical authorities, has not bee 
in- olly accepted by the medical 
t of § profession. 
will The stipulation refers to the 
of nfusion which has surrounded 
an- prevalent scalp disorder and 
t Of% should be helpful in further clari- 
ying the subject. Listerine anti- 
eM-F septic gives relief from infectious 
re- ndruff by killing the germs. The 
the ac mpany’s newspaper and other ad- 
the # vertising will continue to direct 
€ TF attention to the benefits of Lis- 
terine antiseptic for dandruff.” 
grow 
since mini 
_ Advertising Women Plan 
S . 
‘'n-| World Trade Dinners 
tend- World trade will be the theme of 
e of ie =1939-1940 dinner programs 
peo- ponsored by Advertising Women 
& f New York, Ine. Beginning on 


Sept. 21 with a discussion of the 
nfluence of advertising on Amer- 
trade dealings abroad, speak- 
familiar with conditions of for- 
eign trade in all parts of the world 
be presented at six monthly 
meetings. 
esentatives of manufacturers 
encies will also speak on the 
tion of foreign media for vari- 
ducts. Rita Otway, former 
President of the club and lecturer 
‘or the Consolidated Edison Com- 
of New York, heads the com- 
in charge of the dinner pro- 
Meetings will be open to 
mbers, both men and 


| 
’ 
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\ 
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wae LAKE city 
Representative John Bleie EC °. 


| Wolf Named to 


U. S. Gypsum Post 


Marland Wolf has been appointed 
advertising manager of 
States Gypsum Company, Chicago, 
succeeding F. R. Babcock, resigned. 

Mr. Wolf was formerly assistant 
advertising manager and sales pro- 
motion manager of the company. 


Danish Beer to Grant 


Danebeer Corporation, New York, 
exclusive distributor in this country 
of Danish beer made by Tuborg 
Breweries, Ltd., Copenhagen, has 
appointed Grant & Wadsworth and 
Casimir, New York, to handle its 
account. Two local newspapers are 
being used at present. Details of a 
magazine and business paper sched- 
ule are being arranged. 


"Poster M achine 
Space Taboo, FAA 


Washington, D. C., Aug. 8.—The 
use by national advertisers of 
space in poster display machines in- 
stalled in retail stores may be held 
a violation of a federal statute, the 
Federal Alcohol Administration 
warned this week in response to in- 
quiries on the subject. 

The FAA directed the attention 
of distillers to one section of the 
law which was summarized as fol- 
lows: 


“Section 5 (b) (4) of the Federal | 


Alcohol Administration Act  pro- 
hibits a manufacturer, importer, or 
wholesaler, directly or indirectly, 
from inducing a retailer to pur- 
chase his products to the exclusion, 
in whole or in part, of the products 
of other persons sold or offered for 
sale in interstate commerce, under 
the conditions stated, by paying or 
crediting the retailer for any adver- 
tising display or distribution serv- 
ice. 

“The payments to the retailer, 
in the situation outlined above, 
flow from the various persons who 
purchase advertising space in the 
device, and might, therefore, be in- 
cluded in this provision of the 
statute, if they had the result pro- 
hibited thereby.” 


Art Metal to 
McCann-Erickson 


Art Metal Construction Company, 
Jamestown, N. Y., has appointed 
McCann-Erickson, Inc., Cleveland, 
to handle its advertising. 

Nelson Amsden will be account 
executive for Art Metal, largest 
manufacturer of steel office equip- 
ment. 


Latham Joins Eckhardt 


John R. Latham, who resigned 
last May as president of American 
Cigarette and Cigar Company, New 
York, will join Kenyon & Eckhardt, 
New York, on Sept. 1. Before shift- 
ing to American Cigarette, he was 
with American Tobacco Company, 
New York, and Young & Rubicam, 
New York. 


THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 


There are VHREE juicy 
peaches to the stem 


IN THE OREGON MARKET! 


| RIPE, and easy to have. Just be sure 
you go about plucking them in the right way. The 


facts are these: 


The rich Oregon Market is, in reality, three 


markets in one. They're all important. They're 
all reached thoroughly and economically by The 


Oregonian. 


In Market No. 1— Portland —40% of the area’s 
total retail sales parallels 44% of The Oregonian’s 
circulation. In Market No. 2—the 40-mile zone— 
total sales volume of 23% parallels 28% of The 
Oregonian’s circulation. In Market No. 3—the 


balance of the area—total sales volume of 37% 


parallels 28% of The Oregonian’s circulation. 


There you have it—a big, productive country 
with one dominant newspaper. Dominant because 


in The Oregonian you find the three musts of lead- 


ership—first in circulation, first in influence, first 


in reader preference. 


All three of the Oregon Market's juicy peaches 


are yours when you use The Oregonian. 


DAILY 
The Oregonian . 117,553 
The Journal. . . 


News-Telegram . 54,177 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for 6 months period ending Mar. 31, 
1939, show Portland newspaper circulations as follows: 


The Oregonian 
100,450 The Journal. . 


The Oregonian leads The Journal by 17,103 daily, 49,785 Sunday 


SUNDAY 
. 156,248 
- 106,463 


INTHE OREGONIAN 


THE GREAT NEWSPAPER OF THE WEST 


PORTLAND. 


PAUL BLOCK AND ASSOCIATES 


National Representatives 


WEW YORK + CHICAGO - 
CINCINNATI + SAN FRANCISCO + LOS ANGELES - SEATTLE 


OREGON 


BOSTON + DETROIT - ae 
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Wilson Urges | 
Industry Drive | 
for Pork Products 


Lard Consumption in 
1938 Below Pre-War 
Era, Says Armour Head 


New York, Aug. 10.—Increasing 


demand for pork constitutes the No. 
One problem of the meat industry, 
Thomas E. Wilson, chairman of Wil- 
son & Co., 


Chicago packer, told the 

National Associ- 
} ation of Retail 
Meat Dealers at 
the Hotel Com- 


modore this 
afternoon. The 
drought of two 


or three years 
ago reduced con- 
sumption of pork, 
and caused many 
consumers to turn 
tosubstitute 


* products, he re- 
: marked. 
Thomas E. Wilson Per capita 


consumption of meat and lard in 
the United States in 1938 amounted 


only to 139 pounds, Mr. Wilson 
said. This is 20 pounds, or 13) 
per cent smaller than in the pre-| 


war period of 1910-14, and is also | 
well below post-war years prior to | 
the drought. With the supply of | 
pork approaching normal levels, | 
the industry has an opportunity to | 
repair the ravages of the dry years | 
and lift volume to what it regards | 
as a more appropriate mark. This | 
situation demands an accurate and | 
sustained exposition of the nutritive | 
value, convenience and economy of | 
pork products, Mr. Wilson said. | 

Sales of lard and bacon have de- | 
clined as demand for pork fell off, 
and competing foods have made 
serious inroads in the market, mak- 
ing aggressive promotion essential, | 
he pointed out. 


Must Re-Educate Public 


| 

“The intensive promotion of lard | 
substitutes during the years of short 
supplies and high prices converted 
many of our best customers to other 


products,” Mr. Wilson said, “and 
now that supplies are increasing, 
we are facing a real job of educa- 
tion and of reacquainting house- 


wives with the many virtues of lard | 
an all-purpose shortening. Its | 
superior nutritive value, its digesti- | 
bility, its ability to impart the best | 
of flavor to foods are strong talking | 
points, but they are facts which too | 
many of the younger generation fail | 
to appreciate. 

“You share a part of the respon- 
ibility for making a more impor- | 


as 


tant place for lard in America’s | 
kitchens It is well to remember 
that most lard substitutes are not 
sold over the retail meat counter 
and that if we can win customers 


Ever Ready LABEL Corp. 


141-A6 EAST 25th ST. NEW YORK_N Y 


Corp. 141-A6 East 25th St. N.Y. C 
hot FREE Label B 
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ok. quick 


| for lard, we will have an opportu- 


nity to increase the sale of other 
meats.” 


New Tastes Welcome 


Intelligent promotion of hams 
has proved that the nation’s taste 
is always susceptible to new sug- 
gestions, Mr. Wilson said. Follow- 
ing development of the tender cure 
process, both packers and retailers 
placed more advertising behind 
hams than ever before, with the re- 
sult that smoked hams are quoted at 
only slightly lower prices than a 
year ago, while most other pork 
products are selling at substantial 
decreases. Mr. Wilson commented 
with apprehension on the marked 
increase in imports of canned for- 


eign hams, amounting to about 15) 


per cent more than a year ago. 

Referring to the “Feature Meat” 
campaign sponsored early in 1938 
by the Institute of American Meat 
Packers, Mr. Wilson said that this, 
too, indicates that the industry is 
not lacking in promotion experts, 
and that all that remains is to give 
this talent the opportunity to oper- 
ate continuously instead of at rare 
intervals. 


McCarthy to Ayer 

James Remington McCarthy, au- 
thor and former screen writer, has 
joined the New York staff of N. W. 
Ayer & Son, Inc. He came from 
King Features Syndicate, where he 
was an associate editor. 


Asks Television License 
Application for permission to 
construct a television station in New 
York has been filed with the Fed- 
eral Communications Commission 
by Station WOR, Newark, operated 
by Bamberger Broadcasting Serv- 
ice, Inc. The station will experi- 
ment with new program technique 
and engineering advancements and 
plans to emphasize educational tele- 
casts and coverage of spot news, 
and political and sporting events. 


Buys Shaw Interest 


O. R. Waller has purchased the 
interest of Raymond Shaw in the 
Shaw Publishing Company, pub- 
lisher of Petroleum Marketer, Chi- 
cago. 


—— 
ee, 


Brides to Get 
New Cook Book 


Modern Home Publications, Chj. 
cago, has announced plans for “A)) 
American Cook Book,” to be dis. 
tributed free to brides. 

Distribution will begin early ney 
year in eight cities and each month 
thereafter all new brides will re. 
ceive copies. 


Two for Caron 


Caron Advertising Agency, Chij- 
cago, has been appointed to handle 
advertising of American Music 
Inc., Portland, Oreg., and Adver. 
tisers Mfg. Company, Ripon, Wis 
The former will use magazines 
newspapers and radio; the latter 
trade papers. 


hurt hard and they hurt without cease. They hurt till one day Oscar lost his 


Ghe feet 


big i ey 


temper right out to his boss, Professor Skelton. 


“Look here, Prof,” piped Oscar, “These blankety floors won’t do. They’re too 
danged hard and too dinged cold and they’re playing hob with my feet. 


I can’t eat. I can’t sleep. I can’t work. 


I’m just all nothing but feet that hurt.” 


Well, the wise Professor and a wise 
friend of his named Professor Charles 
went at the thing and they came up with 
a new floor that was just a honey. It was 


made of cement and sawdust. 


on the 
HENHOUSE FLOOR 


Tie feet belonged to a he-chicken named Oscar... and they hurt. They 
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na - Va., were the grand winners se-| cist; Donald S. Barnes, advertising . 
Druggists Capture lected from the 120 monthly win- | manager, N.A.R.D. Journal; Mal- apo a — Designer Held 


‘Cosmopolitan’ 
Display Prizes 


New York, Aug. 9.—A druggist 
from Maryland and another from 
Virginia were selected today as 
grand prize winners in the “Who’s 
a Guinea Pig?” display advertising 
contest sponsored by American 
Druggist and Cosmopolitan. The 
awards completed an eight-month 
drive by the two magazines in be- 
half of nationally advertised prod- 
ucts, during which 15 prizes were 
given each month. 

Charles J. Neun of Baltimore and 
Joseph B. Clower of Woodstock, 


ners to receive a week’s all-expense 
trip to the World’s Fair as guests 
of American Druggist. 

Both Mr. Neun and Mr. Clower 
are inveterate prize winners. The 
former earned 17 major awards in 
15 months, and also received first 
prize for the best professional win- 
dow display during the recent Na- 
tional Pharmacy Week. Mr. Clower 
has won 37 out of 40 contests staged 
by drug manufacturers. 

Judges were Harold Hutchins, 
managing editor, American Drug- 
gist; Frank W. Mace, treasurer, 
Lambert & Feasley; Joseph Grif- 
fiths, Pennsylvania Drug Company; 
Henry Halper, New York Pharma- 


colm G. Rollins, promotion mana- 
ger, Cosmopolitan; and Percy Gold- 
man, former president, New York 
State Pharmaceutical Association. 


Hoffmann to Make 
Insurance Records 


Briggs A. Hoffmann has formed a 
radio feature organization in St. 
Louis to produce 30-minute tran- 
scriptions of “Stitches in Time,” de- 
signed to promote sale of fire and 
casualty insurance through stock 
companies. 

The program has been tested for 
19 weeks over a St. Louis station 
under sponsorship of the Insurance 
Board of St. Louis. 


Frederick Duerr has been trans- 
ferred from the Seattle to the San 
Francisco office of Ruthrauff & 
Ryan. 

He will be succeeded as Seattle 
manager by Mitchell Sutherland, 
who has been promotion manager 
of the Los Angeles Examiner. 


Bloom Joins Agency 


Marlo L. Bloom, formerly a mem- 
ber of the sales staff of Station 
WABC, New York, has _ joined 
Blaine - Thompson Company, New 
York. In addition to his duties as 
account executive, Mr. Bloom will 
direct all radio activities. 
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Cheap. Simple. Fireproof. And a huge 


improvement in warmth and resilience. 


Oscar tried it and said that he’d be cow- 
kicked. He couldn’t have done better if 


he’d been a Professor himself. 


And at this point, the Professors decided to pass their find along to the rest 


of agriculture. So (as we’ve seen, they were a couple of boys who knew just 


how to get things done) they wrote about it to Country Gentleman, men- 


tioning a supply of pamphlets about their new floor in case anyone was 


interested. 


thank Oscar for a brand new kind of floor. 


And their whole 5,000 pamphlets were 
gone in 30 days... and more had to be 
printed... and they’re still going, only 


now at a ten-cent charge. 


So...if you’re a chicken yourself... 


Or. . .if you’re an advertiser. . . just take this as another example of how 


no idea backed by Country Gentleman’s pages has ever failed to get action. 


And order yourself a batch of our space! 


COUNTRY 


NATIONAL SPOKESMAN 


FOR AGRICULTURE 


Best Friend of 
Advertising Man 


Beauty Appeal Vital in 
Modern Merchandising, 
Says Expert 


Fort Wayne, Ind., Aug. 8.—The 
designer, by adding salability to 
every product on which he is per- 
mitted to work his will, is proving 
a potent ally of the advertising man, 
George W. Walker, Detroit, told dis- 
tributors and dealers of Farnsworth 
Television & Radio Corporation here 
today. Mr. Walker is consulting 
designer for a long list of national 
manufacturers, including Nash-Kel- 
vinator Corporation. 

Modern, or contemporary design, 
is diametrically opposed to modern- 
istic design, Mr. Walker explained. 
The latter is complicated and true 
lines of beauty are subordinated and 
lost. Modern design, on the other 
hand, is based on the age-old prin- 
ciple that true beauty finds its full- 
est expression in simplicity, he said. 

The motor car field proved in 
1939 that the public would respond 
to the appeal of modern design, Mr. 
Walker pointed out, several auto- 
mobiles which eliminated ginger- 
bread decoration having enjoyed 
spectacular sales increases. The 
sales figures, he asserted, prove be- 
yond the shadow of a doubt that 
today’s car buyers are demanding 
not only flashing performance, me- 
chanical excellence, economy and 
luxury, but beauty of design and 
grace of line. 


Beauty Potent Sales Factor 


When two products possess equal 
value and quality, but different de- 
grees of beauty, the result is a fore- 
gone conclusion, he asserted. The 
buyer invariably selects the more 
attractive of the two. 

“For example, the old dishpan 
came into the studio of the indus- 
trial stylist, or designer,” he said. 
“He goes into action and the pan 
emerges as a smart new container, 
perhaps with bands of color. And 
as a rule, the styled dishpan doesn’t 
cost any more to make or sell than 
its ugly predecessor. 

“For many years kitchen cannis- 
ters were only that. They were 
round and all were painted with 
flowers to make them seem attrac- 
tive. But the cannister that be- 
longs in the modern dwelling must 
have entirely different lines. It must 
have greater utility value by hold- 
ing more, and it must have a sim- 
ple beauty and grace. And because 
they are styled, more kitchen can- 
nisters are being sold today than 
ever before.” 

Mr. Walker defined this face-lift- 
ing for America’s products as “art 
plus engineering plus salesmanship 
plus constant study of the trends of 
buyers’ preferences.” 


WEBR’S NEW HOME 


“R Al D i 0 
CENTRE’ 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


BON THE NBC RED NETWORK 
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Don't Pity the Poor Farmer 


Some of the business commenta- | greater net for spending than might 
tors would have you believe that | be inferred from considering merely 


farm markets are all shot to pieces 
because current prices for grains 
and other farm staples are down. 
But try and make one of the big 
mail-order companies or farm im- 
plement makers believe it. They 
won't, because their own sales fig- 
ures prove that business with the 
farmers is doing exceptionally well 
in 1939. 

What is the explanation for this 
striking disparity between certain 
expert views and the practical ex- 
perience of people whose business 
prosperity depends upon the farmer? 
The answer is to be found in the 
fact that while gross income, in- 
cluding government payments, may 
be only slightly above last year’s 
figure, net income is up consider- 
ably. And if you convert dollar 
income into real income, by taking 
commodity prices into account, the 
position of the farmer is given still 
greater strength from a_ buying | 
standpoint. 

Even those who overemphasize 
lower farm prices are qualifying 
their position by pointing out that 
allowance must be made 
fact that reduced interest, taxes and 


| 
for the | present. 


other overhead costs of today make | 


the farmer’s position a lot 
comfortable 


ago, leaving 


more 


the farmer with a 


than it was ten years | 


gross income. 

An executive of one of the big 
mail-order companies, whose cur- 
rent sales are setting new records as 
the result of heavy farm buying, 
pointed out that many farmers 
have developed additional sources 
of income by working on roads and 
employing themselves and _ their 
equipment in other ways. We know 
of one progressive farmer in North- 
ern Wisconsin who in addition to 
running a 640-acre farm finds time 
to operate a sawmill, handle road 
contracts, and conduct a filling sta- 
tion and store to supply the needs 
of the numerous folk who visit the 
resort areas of that state. And he is 
in a district which would be rated 
well below average farming 
community. 

It would of course help the 
farmer and the national economy to 
have prices for farm products more 
nearly normal, but in spite of pres- 
ent unsatisfactory market prices for 


as a 


much of his output, the farmer is | 


feeling far from downhearted at 
farmer 


only 


are 
interested 


learning that he is not} 


in buying, but 


for things he and his family need 


,and want 


Mayor LaGuardia and the Fair 


Mayor 
York's 


New 
magis- 


Fiorello LaGuardia, 
spunky little chief 


trate, put on a show for the Chicago 
Federated Advertising Club last 
Thursday which might offer a sug- 


gestion or two to other city execu- 
tives whose communities need pro- 
motion. He included Chicago in a 
day's flying itinerary along with 
Washington and Cincinnati, and 
told a big crowd of business execu- 
tives and a radio audience supplied 
by Station WLS to come to the fair. 

The mayor agreed that the big 
show in Flushing has been the vic- 
tim of bad publicity, and spent 
some time correcting misapprehen- 
sions regarding the cost of attending 
the fair and buying meals and sleep- 


ing accommodation He added an 
enthusiastic description of what the | 
Visitor to the World of Tomorrow 


should get out of his trip in infor- | 


mation 
with an 


and inspiration, and closed 
appeal that should sell a lot 


of admissions to the big show 

The fair could use some paid ad- | 
vertising to good advantage, but 
while that would be a help, the real 


trouble in getting the antic 
tendance has not 


ipated at- 
been 


|probably most of the 


lack of advertising or publicity. 
Leading exhibitors have made it the 
theme of their so that 
people of the 
Jnited States and Canada are fully 
aware of the fact that the show 
on. 

Wrong impressions regarding the 
fair could have been corrected, and 
it is too bad that they have been al- 
lowed to interfere with the big at- 
tendance which the show undoubt- 
edly merits New Yorkers, 
have taken the fair largely 
matter of course, and some 
been inclined to regard it 
Coney Island type of attraction in- 
tended to lure the yokels from the 
sticks in to the big city. 

nthusiasm would spread to the rest 


advertising, 


is 


too, 
as a 
have 
as a 


entirely a | 


of the country 

But getting back to the mayor, it 
|; would be a good idea for every city 
to impress on its chief executive the 
| fact that he 
banner 
and civic interests 
would take 
as does the 


If more mayors 
their 
Little Flower, fairs and 
,other community enterprises would 


all take on new 


jobs as seriously 


prosperity 


1337. 


E. KEBBY, Secretary 


10 Cents a Copy, $2 a Year | 


| 
| 


| 


is | 


actually finding the dollars to spend | 


| dren. 


| may 
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THE ULTIMATE 


IN INVISIBILITY 


"Just @ minute, Fred! 


—Nation's Business 


| guess we missed it again." 


bbing 


Ad-li 


Extremely ultra-ultra is this ini- 
tial two-color page for the diamond 
syndicate gleaned from September 


permees Bene nnce “an 


ponene pine ee eee ee 
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issues of women’s magazines, the 
original of which carried an all- 


And those who sell the | over bleed tint in a very light blue 


shade. No high pressure here, 
a tender story of the gifts 
mother can bestow upon her 
If there is any 
it’s this piece: 

“Traditionally, your husband is 
the donor of your most precious or- 
naments—your diamonds. But you 
give him this advice in their 
selection. Naturally, only reliable 
jewelers should be consulted. Color, 
weight, quality and cut influence 
the price of diamonds. Use this 
table to guard him against unfortu- 
nate ‘bargains.’ . Jewels are per- 
manent records in the tradition of 
your family.” 


but 
that 
chil- 
sales copy, 


Cry-Baby Stuff 


Of late we've been hearing more 
and more discussion of the you- 
scratch-our-back-and-we ll-scratch- 
yours type of radio commercial— 
the type of commercial in which 
listeners are urged to buy or use a 


More local | 


is expected to carry the | every 
in behalf of its enterprises 


product not simply because it is a 
good product and deserves to be 
used, but “to show your apprecia- 


tion of this splendid entertainment 
we are bringing you,” or “to prove 
to our sponsor that you like our 
|show,” or “Remember, it is your 
purchases of Such-and-Such 
make it possible for us to 
\these great artists to your 
Wednesday night.” 
Supposedly, 
appeal helps sell goods, 
rate some 
sell goods. 


bring 


or at any 
sponsors believe it helps 

But we cannot help 
feeling that sentimental, back- 
scratching sales appeals like this 
are essentially weak, and must ulti- 


that | 
home | 


some of this type of | 


|mately cause trouble. 
pens, we wonder, to sales of prod- 
ucts which are promoted in this 
fashion when the particular pro- 
gram around which the commercials 
are built is junked, or taken off the 
air for the summer, or the star is 
bought away by some other radio 
advertiser? Has the idea of sup- 
porting the program been given so 
much emphasis that listeners have 
not been sold as thoroughly as they 
should on the inherent merits of the 
product? 

That, it seems to us, is an impor- 
tant question for users of cry-baby 
commercials to consider. And we’re 
interested to discover that .most 
radio men, particularly station own- 
ers and managers and program ex- 
ecutives, also express some concern 
over the trend toward this type of 
sales attack. 


What hap- 


Jottings 


Here’s Standard Oil of Ohio’s 
description of this brave new world: 
“An eight-lane freeway stretching 
taut as a string over the horizon... 
A Goodman jam session beating its 
thythm through the loud speaker on 
the dash. .. The Los Angeles sleeper 
slicing its way overhead through 
250 miles of indigo night every 
hour. . . And, under the hood, 90 
rubber-shod horses finding a new 
kind of power from a new brand 
of gasoline . . . Sohio Supreme.” 

No doubt we should leave an- 
nouncement of the opening of a 
Chicago office in the Pure Oil bldg. 
for the Bettmann Archive to our 
advertising columns, but we can’t 
help making some reference to this 
remarkable collection of ‘“photo- 
graphic reproductions recording 
man’s progress in every art, profes- 


sion, and trade—in all countries— 
in all ages’ which has proved so 
useful to advertisers, publishers, 


and others. .. 

After House and Garden sent out 
its “Building for the Future” folder, 
it sent recipients a double postcard 
to find out what happened. They 
were to report that they “did not 
receive” it, or that they did and 
“threw it into the wastebasket,” 
“read it and threw it into the 
wastebasket,” “read it and liked it” 

xr “read it, liked it, and kept it for 
etaoenas! ; 
| The W aldorf-Astoria uses nine 
| different menus carrying full-color 
lithographed reproductions of nine 
| of the high spots in the hotel, which 
guests are invited to take with them 
| and flash on  properly-impressed 
friends and relatives. . . 

Kelly-Read & Co., Rochester, has 
| developed a series of “Think Amer- 
ican”’ posters designed to “discour- 
age subversive and un-American 
propaganda” which it is selling to 
factories and banks. . . 


| 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
|panies sponsoring them, or through 
| ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
| executive writing on his business 
letterhead. 


No. 1528. KFH—That Selling Sta. 
tion for Kansas and Norther 
Oklahoma. 


Interesting and profusely illus. 
trated, this new brochure issued by 
Radio Station KFH, Wichita, pro. 
vides a thorough study of the Wich- 
ita trade territory—the station’s in- 
tensive coverage area. Details are 
given about the section’s diversified 
industries and the buying power 
they create, and also about the sta- 
tion’s programs and the people be- 
hind them. 


No. 1529. 1939 Annual Liquor Sur- 
vey—Beer and Ale Survey, 
Sacramento, California. 

The liquor survey _ tabulates 
the Sacramento distribution of all 
brands of straight, blended, bonded 
and Scotch whiskies; gins, brandies, 
cognacs and rums. Mater ial cover- 
ing each class includes sales posi- 
tions, with comparative figures for 
1937 and 1938. The beer and ale 
survey covers distribution by brand 
in package outlets and bars, with 
sales position tabulated. Both 
studies have been issued by The 
Sacramento Bee. 


No. 


1530. Your Position in Western 
Canada’s Rural Market. 

This reader study of ownership 
and brand preference, issued by 
The Western Producer, tabulates 
data on a great variety of items 
from farm machinery, tires and 
fuels to food and drug products, 
radios and preferences in radio pro- 
grams. 


No. 1511. A Line on the New Or- 
leans Market. 


This new market data booklet, 
issued by The Times-Picayune and 
New Orleans States, covers figures 
on natural resources, shipping, 
manufacturing, retail sales and 
other trade barometers. Maps and 
tabulations give the details of the 


papers’ coverage of the market. 
No. 1508. The Story of Phoeniz 
Arizona. 


This compilation of the first 200 
cities as they rank in population, 
retail and wholesale sales, income 
tax returns, telephones and other 
market indices has been issued by 
the Phoenix Republic and Gazette. 
The material is conveniently 
arranged so that the standing of 
Phoenix in each classification may 
be seen at a glance. 


No. 1509. Kentuckiana. . 
tentialities. 


This brochure, the second annual 
issue by the Louisville Courier- 
Journal and Times, is a factual sur- 
vey of the Louisville trade area, 
containing a breakdown of statisti- 
cal information to show the marl- 
keting potentialities in the Kem- 
tuckiana area. 


Its Po- 


No. 1520. Selling to and Through 
the liovies. 
This brochure, issued by The 
Modern Theatre section of Bo 
Office, outlines a plan based on the 
possibilities of the modern moto? 
picture theater for the exhibition 
and actual demonstration of man 
products of the durable goods a? 
equipment industries. 


No. 1527. Morning Audiences in the 
New York Area. 
Radio Station WOR has issue 

this condensation of the rece? 

Hooper-Holmes four-station liste? 

ing study of the Metropolitan New 

York area. It indicates sets in * 

by quarter-hour periods for ¢ 

day of the week, and how the* 

listeners are divided among the s* 

tions and programs at each &™ 

period. 
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| the trade, Colgate’s entrance into the 

field was not officially revealed until 
|E. H. Little, president, mentioned 
the subject in his annual message 
to stockholders. His remarks were 
limited to: “A new liquid denti- 
frice, Cue, will soon be introduced 
for those who prefer a liquid denti- 
frice to dental cream or tooth 
powder.” 


SHE'S TELEGENIC 


Heating Drive Planned 


Iron Fireman Mfg. Company, 
Portland, Ore., plans an increase in 
fall advertising for its heating 
equipment. It was revealed at a 
New York sales meeting that 24 
magazines and 350 newspapers will 
be used, through Joseph R. Gerber 
Company, Portland. 


Drop Saturday Issue | Typographers to Meet 


The Breeze, Dansville, N. Y., has| The thirteenth annual convention 
eliminated its Saturday editions.|of the Advertising Typographers 
Hitherto the paper has been pub-/ Association of America, Inc., will 
lished evenings except Sunday. |be held Sept. 25-28 at the Hotel 
Belmont Plaza, New York. Among 
the speakers will be _— R. 

: Gamble, executive secretary, Amer- 
Reiss Expands ican Association of Advertising 

Reiss Advertising, New York, has | Agencies; Walter Huxley, type de- 
moved to the RCA building, Rocke- | signer, Huxley House, New York; 
feller Center, where its office space | and George A. Vogl, manager of 
has been doubled. /cost and accounting bureau, New 
| York Employing Printers’ Associa- 
tion, Inc. 


Joins Marchand 


James Williamson has become 
manager of the Charles Marchand 
Company, New York, hair beauty 
aids. He was formerly with Bar- 
ron G. Collier, Inc. 


F. A. Russo Appointed 


F. A. Russo, Inc., New York, has 
been appointed Eastern representa- 
tive of the stock photo division of 
Kaufmann & Fabry, Chicago. 


Copy to Feature 
Financial Meeting 

An exhibit of financial advertis- 
ing will feature the convention of 
the Financial Advertisers Associa- 
tion in the Royal York Hotel, To- 
ronto, Sept. 11-14. 

Reservations may be made 
through Richard Wells, State- 
Planters Bank & Trust Company, 


Richmond, Va., chairman of the ex- 
hibit committee. 


Small Names Buchanan 


Edward Small Productions, Inc., 
/New York, a producer for United 
| Artists Corporation, has appointed 
Buchanan & Co., New York, to han- 
dle promotion of its forthcoming 
motion picture, the title of which 
has not yet been announced. 


Caryl Smith, beautiful and brunette, 
finds that she is also telegenic as she re- 
ceives an RCA Victor television attach- 
ment for her radio after being named 
the New York World's Fair television 
girl. Artist-judges picked Miss Smith 
from 200 other applicants on the basis 
of the mysterious Element-X which she 
exhibited via the television waves. 


Colgate Prepares 
Copy on Newest 
Liquid Dentifrice 


New York, Aug. 8.—A fourth en- 
trant in the fast expanding liquid 
dentifrice field will be introduced 
this fall by Colgate-Palmolive-Peet 
Company under the name Cue, it 
was learned here today. Adver- 
tising plans are now being devel- 
oped, and the trade is being in- 
formed of the new product. 

Benton & Bowles, which handles 
advertising of all other Colgate 
products, will also be in charge of 
Cue. Theodore L. Bates, vice- 
president of the agency, said that 
plans for initial advertising would 
be revealed within a few weeks and 
that the product would be marketed 
nationally this fall. 

Procter & Gamble Company, 
Pepsodent Company, and Flodent 
Products Corporation preceded 
Colgate into the liquid dentifrice 
field. P & G’s Teel, introduced in 
May, was the pioneer and is now 
being advertised extensively. Pep- 
sodent entered the market in June, 
followed by Flodent last month. 


Will Offer All Three 


Like Pepsodent, Colgate will offer 
three types of dentifrice when Cue 
s marketed. Both have been sell- 
ng paste and powder for some 
years. Procter & Gamble is mak- 
ng its debut in the dental field 
with Teel, and Flodent is a new 
‘ompany formed to market the new 
roduct. Although long rumored in 
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TEA BUREAU PLANS FALL DRIVE IN COMICS Chains to Push 


Cartoon Style Copy Sierteed Breads 
to Be Expanded in. their second annual Nationally aq. 
Tea Bureau Drive — 


vertised Brands Week Nov. 3.)) 
All-Day Beverage Ap- 


with Chain Store Age, New Yor, 
as the sponsor. Last year 90 chaip, 
peal to Be Stressed in 


operating 6,000 stores participate, 
Newest Effort | 


3 ae ‘samc “ : sy we in cooperation with 81 manufap. 
“ Ue p. JETN L “ 4 1 (Pes > 


More than 100 chains hay, 

Ay At er LY case, the promotion will be a store. 

i. AT ely, / | wide event, national brands beip, 
SN LE Zs st / 


pushed in many other departmen; 


pledged backing this year. In ea¢, 


—— — : besides the toilet goods counter 
ves we some | (oes ) S!X GOOD TIMES TO ENJOY TEA —_——— 
Ne oO b — B rea i Done aoa = } . hw vee GREAKPAGT — 'EA GIVES VOU A Qu wey ey nse 1v% 
NeW Y rk, Aug 8 “F - ; u _—_ | rsa ll ee ‘ ‘a / | av 11 AM, — TEA HELPS YOU TO wORK BE r7eR TH tre rasTea Popp er Res es 
Inc., will enter the third lap of its | a —/ | LUNENEORN — FOR A GOOD AFTERNOONS WORK LET TEA PEP You UP 


AT 4 © 04 — SO CEFRESHING — TEA CHASES AWAY 40°CLOCK FATIGUE 


Cigar Promotion 


Resuming promotion after 
lapse since 1925, E. Popper & Cy 
New York, has appointed Raymon; 
Levy Organization, New York, 
handle advertising of Popper’s Ag 


five year campaign to popularize | ' " 
: s | Dinner TEA TASTES SWELL AND MAKES FOOD TASTE BELTES. 
the beverage with increased use of | &. * at ' EVENING — ENJOY TEA FREELY TEA LETS vOu SLEEP 
we " ; 7.) ; . - | 4 4 = = 
the cartoon strip technique and 2 h | 198 aS CASY AS A-8-c To SET || B- USE 1 TeasPoonruL PER 


greater emphasis on securing dealer i <S 1-37) pape thes nan ¢-enne onan arian 
support, it was revealed this week. A\ \v a4 mu ( || Soins waren aiesal | So oie on 
Starting in October, following Ye [L AV aes cigars. 
closely on the heels of the iced tea A test campaign will be release; 
season, the new million-dollar effort Cartoon strip copy of the type pictured here will be used by the Tea Bureau ‘in Sunday comic sections of 57 newspapers in two cities in September for th, 
will also direct its appeal to youth in October, Advertisements will appear in four colors. Copy tests are responsible for an increased schedule and contem- five-cent smoke. Single column ad. 
and attempt to inculcate the idea plated stress upon the energy appeal utilized in former campaigns. _This insertion relates the experience of a woman vertisements will carry a humoroy 
teat ton is 0 Gesirable érink in the who lacked energy until "Uncle Walter" told her what he had learned in the north woods. The secret, of course, is tea. appeal. 
morning and at noon, as well as in ‘ — —_ - = —S SSS EE — — 
the afternoon and evenings. 
Scheduled to carry the copy for 
the hot tea phase of the campaign, 
which will run until April, are The 
American Weekly, Good Housekeep- 


ing, Life, The Saturday Evening * 

Post and Woman’s Home Compan- 

ion. Pages and half pages will be 

used with full color insertions slated 

for The American Weekly and Good : 
Housekeeping. Newspapers, which 

played an important part in previ- 

ous drives, have been increased, 5 y / 


with 57 comic sections in 47 cities 
on the list. 


Stress Energy Appeal (and we mean families) 


While the Tea Bureau has used 
comic strip copy before, the re- 
placement of almost all poster type 
advertisements by this form is 
predicated on specific copy tests 
conducted by the Bureau and the 
experience of other advertisers. The 
strips will exploit the energy appeal 
established in former campaigns, 
with such slogans as “Pep and 
Energy All Day Long,” “Tea Costs 
Less than % Cent a Cup” and “Tea, 
the Bargain in Pep.” 

Instead of sponsoring “tea week,” 
or a “tea sale,” the Bureau will em- 
ploy its insertions in The American 
Weekly to induce women to make 
immediate purchases of the product. 
The first of these selling advertise- 
ments will appear Nov. 5. The 
others are scheduled for early Jan- 
uary and March. 

For the retail counters a giant re- 
production of a cup of tea will be 
one of the display innovations Tea 
Bureau will put into distribution 
this year. Also available is a small 
counter card for stores. 

One of the major undertakings of 
the Bureau this season will be a 
survey to determine how much the 
continuing campaign has increased 
the consumption of tea. The com- 
plicated nature of the industry’s 
distribution has hitherto prevented 
such a check-up, but the Bureau 
has devised a method of approach 
which is expected to be effective. 
William Esty & Co. is the agency. | 


Cc 


SE 


‘*Mr. Jones of NBC to see Mr.Witmort, with 3,500,000 MORE radio famines !”’ 


ete 46,000 PEOPLE from every state. . . Kansas ‘“what stations do you listen to regularly; which do 
ae bankers, Texas cowboys, Maine fishermen, Cali- you listen to most?’’ The number one revelation 
; fornia miners, Florida waitresses and Utah school- nearly 3,500,000 more radio families listen regularly 

= teachers including many in areas never before at night to NBC Red than to any other network 
covered by amy network surve were asked and that means more millions of additional Auvers / 


—_—__________ EEA 
*& ty 1 t 
a A Teel een | We | | k 
a a i | (= l = 
| eee, “i | | <1 i 
ee S| | AT |RAdIo | th | 5 
ae Oziler ae af LAP iden D | 
‘ Pree Yi lsd Ia 
ie RPE ee I i i) lta : ys 3 
" - Wee Aion Hh | Il olf | | ’ 7 
ah BY“ ~, Y Ley beh Po i | s| | | f 
“2 Sie ee 4 Si aeee |S” 
=< F aK NS OS Ni oe Be Wy S le | 
* ee ORE Dee eee eS roe WE 
= TR (CAM / RD ONS | _ =S << A ES SoS N 
%, ae © Ne Ks L ees i . 
7 - y ; ey £) X (@?. 4g i ” i { > ; 
~ ’ , \K EO 4 s ) i hk ros i 
rs ea 1 NEG 
Jt .( ee | ag SQA Sa . 
| 3 EE iy yo Aiea U | | “ eo yey; Hy | 
5. ie (ove. Y ie ee ( Ne , yn LAN Wg Ty ; 
a Bi. | oer | . : a MA Loa” - 
faa eA; Se AG, ‘accel t 
Oe TK a || lle 
mm Php (RS Oe Gs 
ms WY OS CLAS ENE 
. >, ( (HM a ; y Lose 
er, —_ \ 
ayer” , re-Hemo | 


August 14, 1939 


e ag 


oe 
eet 


ADVERTISING AGE 


15 


Cradle Car Builds 
Good Will and Sales 


for Advertisers 


Baby Product Samples 
Delivered in Systematic 
Campaign 


St. Louis, Aug. 10.—While new 
babies in this town probably don’t 
realize it, they are none the less an 
integral part of a unique sampling 
campaign rounding out its fourth 
year under sponsorship of several 
national manufacturers. 

The babies here (and in four 
other cities) get their first dose of 
advertising technique when they 
reach the ripe old age of 30 days. 
The “dose” is a merchandising dem- 
onstration amounting to far more 


| than mere arrival of a sample by 
| mail. 

On or about this thirtieth day a 
‘trained nurse representative of 
Cradle Car, Inc., arrives at the 
home so recently visited by the 
stork. With her is a cellophane 
wrapped basket of current needs for 
the baby, ranging from antiseptic 
oil to soap and sanitary pads. 

Cradle Car, Inc., is the business 
name of an organization headed by 
Mrs. Louise Garnier. This organ- 
ization checks all birth records and 
makes 6,000 calls annually here for 
the manufacturers whose products 
it distributes. 


Nurse Gives Demonstration 


Present users of the service are 
Libby, McNeill & Libby, the Men- 
nen Company, Parents’ Magazine, 
Clorox Chemical Company, Royal 
Atelier Company, Pyramid Rubber 
Company, Wilson Milk Company, 
Hecker Products Corporation, Quar- 
rie Company, Fels & Co., Dennison 
| Mfg. Company, W. F. Straub & Co., 
'Faultless Starch Company, A. E. 


Executives of Cradle Car, Inc., St. Louis, 
check over the products of well known 
manufacturers of baby goods before dis- 
tributing them in a unique fashion. 


in the package delivered by the 
nurse, who presents each item, dis- 
cusses its application and use. Re- 
cipients are told that the visit is 
made by the courtesy of the manu- 
facturers represented, and no effort 
is made by the nurse to do other 
than an indirect sales job. 


Selectivity Stressed 


Since this operation produced 100 
per cent selective coverage of a 
specific market, plus the added im- 
petus of the nurse’s demonstration, 
most of the original advertisers have 
computed it to be less expensive 
and more effective circulation than 
direct mail sampling. Selectivity 
from the standpoint of purchasing 
power of the recipient is also ob- 
served; birth lists are culled for the 
better addresses, and, if the house 
does not look reasonably well kept; 
the nurse frequently skips it. Out 
of 16,000 annual births in St. Louis, 
6,000 calls are made, the balance 


SAMPLERS SCORE 


being eliminated as too low-income 


Staley Mfg. Company and local de-|to justify the expense. 
partment stores. 


When sponsors saw that this 
Products of each are represented | personal visit afforded possibilities 


regularly to the Red 


...18% greater audience than 
any other network! 


—That’s only ove of the startling new 
facts that radio’s most penetrating circu- 
lation research reveals about America’s 


Number One Network! 


Youu PARDON Us for say- 
ing that the pulling power of the NBC Red 


Network is no secret. 


.. certainly it isn’t to 


the 79 national advertisers who spent over 
$31,000,000 on it last year... more than was spent 
in any other single advertising medium in the world! 

Nor is it a secret that a majority of the lead- 
ing programs—day and night—are on the RED, 
and that this has been true every year since net- 
work broadcasting began. 

BU'T—the real facts about 4ow and why net- 
works differ so importantly in circulation—and 
ales—have been a secret to many advertisers. 


Now, FOR THE FIRST TIME 


in radio history, a probing, 


penetrating research study tells the complete story 
of station and network listening habits. 


For THE FIRST TIME, research goes not only into 
those cities where the leading networks have sta- 
tions... but also thoroughly explores the rural and 
urban areas where the heretofore unsurveyed 
‘OTHER HALF” of the radio audience lives... 
14,000,000 radio families who listen, and buy! 


Many new and important radio listening facts 
are revealed... but this one stands out— 


In the evening hours 22,000,000 families listen 
regularly to the NBC Red Network...over 18% 
more than to any other network! 


You'll agree this is a sizeable circulation 
**bonus’’ in any advertising man’s language. It’s 
the net result—the “‘pay-off’’ if you like—of the 
Red Network’s superior physical coverage and 
its program leadership. No other single adver- 
tising medium has ever approached this day-in 
and day-out circulation —no wonder the N BC 
Red Network is the Number One Medium! 
From whatever angle you care to analyze it, 
you'll find the NBC Red is your first choice 
...the network sosz¢ people listen to most. 


NBC Red NETWORK 


The network most people listen to most 


NATIONAL BROADCASTING COMPANY ¢ A RADIO CORPORATION OF AMERICA SERVICE 


for consumer survey studies, the 
practice was adopted of requiring 
nurses to fill out a form recording 
each visit, giving data on each line 
of merchandise distributed, such as 
the brand in use and the attitude of 
the consumer toward the advertised 
brand. The routine was changed to 
accommodate visits to some indi- 
viduals in hospitals, so that data 
could be secured on the recom- 
mendations being made by hospital 
staffs and physicians. This latter 
service proved valuable, both as a 
survey of consumer preference, and 
in some instances as direct tips to 
the manufacturers’ field representa- 
tives. 

In one case, the service was 
able to inform the Mennen Com- 
pany’s detail man that a certain 
hospital had ceased recommending 
its antiseptic oil and was recom- 
mending olive oil, enabling him to 
plug a gap which might otherwise 
have remained open for months. 

Cradle Car service soon opened 
branches in other cities, and now 
has coverage in Indianapolis, Mil- 
waukee, Kansas City and Cincin- 
nati, guaranteeing 6,000 calls per 
year in St. Louis, 6,000 in Milwau- 
kee, and 3,000 in Kansas City. 

Cost to the advertiser is scaled 
at so much per call; on an esti- 
mated 50,000 sample bottles of 
Mennen’s antiseptic oil delivered in 
the past four years, the cost has 
been approximately $5,000, or con- 
siderably less than the handling and 
postage on a like quantity of mailed 
samples, plus the relief of the ad- 
vertiser from the detail work of 
watching birth lists, and the added 
value of the nurse’s plug at point- 
of-presentation and the value of the 
consumer reaction reports. 

Traceable results were announced 
recently by the Gerber Products 
Company, a former sponsor, to the 
extent that credit was given the 
service for doubling its sales in In- 
dianapolis, and reaching an all-time 
high in St. Louis, Milwaukee and 
Kansas City. 


Sorensen, Fielder 
in New Positions 

E. B. Sorensen has joined Street 
Railways Advertising Company as 
Pacific Coast representative, with 
headquarters in San Francisco. This 
is the sales organization for Collier 
transportation advertising. Mr. Sor- 
ensen has been with Pacific Rail- 
ways Advertising Company. 

William F. Fielder has been ap- 
pointed Pacific Coast sales manager 
for Pacific Railways Advertising 
Company. 


Clipper Craft 
to Spend More 


Trimount Clothing Company, New 
York, manufacturer of Clipper 
Craft clothes for men, sold through 
a voluntary chain organization, will 
use 1,000,000 lines of newspaper 
copy during the last four months of 
the year. Magazines will also be 
used. 

About 400 large retailers are now 
featuring the $25 suit, said to be 
the only one in that price bracket 
which is nationally advertised. 


Offering a 
Time-Tested 
TANGIBLE RESULTS 
MERCHANDISING 

PLAN 


to our 


Advertisers 


Ask About It! 


Grange Farm Group 


Representatives t 
J. WM. HASTIE NEW YORK 
F.E.M.COLE CHICAGO 
DUNCAN A. SCOTT 
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Professor Warns 


Prices in Prices in 
A i f Hi h | Name of Product Missouri Michigan | 
gains Ig er | Alka-Seltzer rer cern teh SL ae na Rag ee Oe $0.49 $0.49 
‘ Bayer Aspirin ...........;- ey erreey r 59 59 
Mi ; p Bromo-Seltzer .......... ee oe Pe Oe RE Ses .73 .98 
Inimum rices | Campana’s Italian Balm............--:++-+++s+ee0s 17 .79 
| i 6 bb 45060 Rhee DROS ae 31 
Thinks Raise Would Stir or agua teneees reeees 2 pe 
Consumer Revolt| rasteeth Plate Powder............ a ere ee 44 49 
i i OPC PReTe TET ECTEeLyC ere .79 .79 
Against Fair Trade NE eee Ts eer re ere ee 53 59 
Ann Arbor, Mich., Aug. 10.— Forhan’s Tooth Paste...........-:sssescesecsceees 34 39 
Fair trade has raised the consum- 4-Way Cold Tablets............:sseeeceerececeees mE | 13 
er’s drug bill from 15 to 30 per | Harriet Hubbard Ayer Beautifying Face Cream.... 1.00 1.75 
cent in Michigan, according to| lodent Tooth Paste..............6.sese eee eee euee 27 33 
Edgar H. Gault, professor of mar-|Ipana Tooth Paste...............5.eeeeeee neues oa ae .39 
keting, School of Business Adminis- | Lady Esther Four Purpose Face Cream............ 79 .98 
tration, University of Michigan.|pygol .............0ce ees e eee e cence ees cnncenees 79 83 
Since pre-fair trade prices were | Mead’s oc icccccctnceveseasenne’ 2.59 3.09 
only slightly above net cost, how-| yennen’s Baby Oil...... Soveedecheaseanses 42 43 
ever, this forced increase in retail |Mennen’s Skin Bracer...... eakenvdet ca eeeeees .43 43 
prices appears reasonable from the | Wie Bilies’ Mervl®. ....0.60600sscccececeeess 83 83 
standpoint of the cost of operating | Mistol ..............000c cece cee e eee e ec eeneeenes 47 59 


a retail drug store, he added, in pre- | 
senting a survey of price mainte- — ; — aa 
nance and its results. point is in contrast with that of the 
While the professor seems to be| | National Association of Retail Drug- 
in sympathy with fair trade, he be- | gists, whose publication, the NARD 
lieves that many minimums have | Journal, is quoted as follows: 
been established at levels too high, “Manufacturers selfishly have 
rather than too low. This view-! lacked the courage to set their fair 


F people who want your clients” 


products can’t find where to buy 
The 


best creative brains in the agency, 


them, sales go to competitors. 


producing the best possible adver- 
tising, cannot change that fact. 


More and more advertisers and 


their agencies, realizing this, include shows greater results. 


They list brands and local outlets at 
suitable classifications. 

Then prospects can easily find 
your clients’ dealers. Substitution i- 
reduced. Advertising becomes more 
effective—the creative man’s work 


clicks and the advertiser's investment 


ee 


COMPARISON OF MINIMUM FAIR TRADE PRICES IN MICHIGAN WITH CUT-RATE PRICES IN MISSOURI 


Advertised Minimum | 


Name of Product 
| Murine 
|N. R. Tablets 
| Noxzema 


| Sal Hepatica 
Saraka 
Scott’s Emulsion 


Navitol 


Upjohn Citrocarbonate 


Vicks Vaporub 
Zonite 


trade minimum sufficiently high to 


take care of the retailers’ cost of 
doing business, or even a reasonable 
portion thereof.” 

“On the other hand,” Prof. Gault 
pointed out, “the minimum prices 


| Palmolive Shave Cream........... 
| Pepsodent PEE, £4 b0 65 c 00.0 08 4% 
| Pepsodent Tooth Powder.......... 


Squibb Products—A-B-D-G ‘Capsules 


Upjohn Super D. Cod Liver Oil.... 
i 


Advertised Minimuy 


Prices in Prices jn 
Missouri Michigay 
CERT Sree ee ees $0.43 $0.49 
re ee ee 43 49 
ees a: kee ee 37 45 
bis he bak te 1.29 1.09 
ae ee Ro ee a .37 7 
eR a ts a ag gel 59 59 
war ahce mike Oe 8 .49 49 
ee rere eae .74 97 
Sea al Sd aoe al 1.79 1.96 
ee eT ree .83 98 
Sou sara arsenals tier 2.69 2.69 
BE ey ea 1.97 1.97 
Perr er Teer .89 .89 
er Tre ere 1.49 1.67 
{ 57 79 
Se tied Nad asa es .89 1.19 
149 te 
EES eee ee ar ee -79 79 
Tere eee Tree 57 .63 
ites eval aes eae .99 1,19 
ipa ie wlbee. cee .69 79 
$34.29 $38.49 


on quite a few items supply mar- 
gins that by many would be con- 
sidered far more than reasonable 
as protection against predatory 
price cutting. They violate the 
spirit of fair trade, which was pre- 


Classified ‘Telephone Directories in Let us discuss this Dealer Identi- 


their sales promotional programs. fication Service for your accounts. 


AMERICAN TELEPHONE AND TELEGRAPH COMPANY, 
TRADE MARK SERVICE DIVISION, 195 BROADWAY, NEW 
YORK (EXchange 3-9800) OR 311 WEST WASHINGTON 
STREET, CHICAGO (Official 9300). 


sented to the public as a means of 
preventing vicious price cutting, and 
not as a means of guaranteeing a 
profit to retailers with high operat- 
ing costs. They indicate a monopo- 
listic condition for the products 
which might by the wording of the 
fair trade law exclude them from 
the privileges of fair trade. They 
create a danger of interference by 
State legislatures which might set 
maximum fair trade margins or 
even repeal the fair trade acts.” 

Cut-rate stores, the professor 
found, have attempted to compen- 
sate for the lack of so many prod- 
ucts formerly used as loss leaders 
by making even more severe cuts 
than formerly on those available. 


Fair Trade Insurance 


He believes that manufacturers 
who establish minimum prices on 
their products are setting up bar- 
riers against introduction of com- 
petitive lines, since “with satisfac- 
tory margins guaranteed for estab- 
lished brands, retail merchants will 
show little interest in new brands 
of similar merchandise. Although 
most of these new items probably 
contribute nothing to our social or 
economic welfare, certain brands, 
which represent real advancements 
over existing merchandise that is in 
popular demand by consumers, may 
be smothered by fair trade.” 

An interesting feature of Prof 
Gault’s study is a comparison of 
prices of 43 trade-marked products 
as sold in Michigan under fair trade 
and as advertised in Kansas City, in 
one of the few states which has 
balked at price maintenance. Of 
43 items studied, 28 were sold at 
less than the minimum fair trade 
price, 14 are sold at the minimum, 
and one above the minimum.. The 
detailed comparison, based on ad- 
vertising of the Katz Drug Com- 
pany and Parkview Drug Company 
in the Kansas City Star from March 
4 to 9, 1939, appears in the accom- 
panying table. 


“Sunset” Staff 
Holds Conference 


Representatives of Sunset Maga- 
zine have been called to San Fran- 
cisco for a sales conference Aus 
14-20. Several will fly to the meet 
ing. 

Among those converging on head- 
quarters for the convention will bé 
Ed Wright, New York; Waldo Fel- 
lows, Detroit; Charlie Dorr, of Bos 
ton, and Fred Cole, of Chicag° 
Larry Lane, publisher of Sunse! 
will preside at the sessions. 


ool 
———— 


SEED INDUSTRY  PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and 
tailers who sell seed and other horticult 
and agricultural items to 41,000,000 farae 
and suburbanite customers. 


We will gladly give you an analysis of thi 
field as it applies to your business. 


SEED WORLD 


Published every other Fridey P 
223 W. Jackson Blvd. Chiceg® 


—— 


Aug 
_— 
Ca 


SI ( 
Fal 


Ne 
air C 
the ! 
toda) 
camp 
air ct 
ditur 
the c 

Th 
videc 
the n 
by di 
presi 
discu 
the fi 
ings 
withi 

Th 
$295 
latior 
$5,00 
tion 
mark 
whic] 
to re: 


Ge 
nome 
expla 
that | 
in th 
ditior 
of all 
grou} 
intro 
move 
cellal 
warn 
cooli 
of in 

In 
adve! 
sprin 
home 
Dalle 


tisin; 
n tl 
ment 

Da 
n th 
tisiny 
S te 


nad 2 : j Meet Are, aie aks 
Me i 5 cp al r oN a in 4 a aT, 3 cn ee rs Lae y < 
ie fe » 2 eee ' é f = pt F ] ae Me Ro ik eae i . 
‘ ? | cee: ie Peer cst a — oe lili Crna 
“- aE — 
a --— a 
ee | 
: : Po 
- 
a 
rc 
rey 
ra: 
, 
ae Yeast 
mh I Fes manne 
| 
| 
| a | ee ale temiatnlitaaeiaes 
vale x 7 | 
* st 5d ame. - Bi daa is Ps satan ™ — — 
Weg a Y ~ Sie, : * ? r “— e * : fo Ae aN; F . 
_*, 3 ; ‘ ae. aS e Ye ie e i aa eR oc ie ney AP ip | 
7) ee i oe i G3 ie : 6 ieee ee ene tee : ® 8 NR 
ee SO) gee cli vn ee: he ae Oe aris : 
a ; . ca de 4 7b ie ats Jan 7 My be »* ee a i _ a aa ig. , 
f eh, 4 - ~ Z iit ‘ oe: Migies dil q 7 —_— os — = " : * Pa a eal " ss 3 = F bal * ss ; - 
‘| acter ue ncihdil es : “om Nellis ae oF -. <n - x Fe a 7% . gee 
: fees ° Rh ——— j, - = oe 4 ; Hoos #3 ey 4 ne { . oa aie ee ee a. n:? 
; ee ae aie = a ig en ee I «a i, » Ly 
Poa AE te - a : ee a 7 ae ast - a a So seen 7 as = “ , - , Bs <a pee e is aa a .! ; Us 
eo a. a ee 7 re ‘ar s a BPR aie ll is ae es oe A P 4 Fi ee eh <) a ig ga ete 2 a © a ‘ > 
err ie ieee amelie Seen ——s! im” id . oe i . teeth #4 4 ae ae we \ 
Pt it ae RRR 2, rut “5 ® " eo Phas eX Fe ee eee 
is hee + : : : : J te eee Ae i eas Tie ; ited yt Oe a ad y re i yo . 2 ae 
eo iy, be” Jail at 7 _- ee nbae? ia Bo ee ce a My * ; ek ats ar Weg: go Ae + i, ie OF fe ee 
- ze a ae ee om Fae. a es lc ae , a i ay» ae +, - Sa, ok 
ae ee si Ni % %, 4 “—. bs ‘ree i , * a eae A be e's —_" , >» Oe fe * ee cs ae ted - A 2h ait 
ye ge a... “% Y A 2 4 — ak ‘ag = 7 a, eS Pe P a a ee ad : oe es 
sali te ' Was en ae a) Ras ; +. Uk . a. 3% ST aa SiS om a ay P — Cae 
Ae) eae ee ee . ae . he a ee m4 5 sah .. = 2 oe . Aoi = 
A iu i * : rh A t or 7 ' * 4 ‘ = Sod i 
Pe ae Nib ea 4. 7 ‘ ee fl ’ eh. Bue ae a 3 -_ rae a ihe .¢ ae ell ae : acids 
Ses i209 Big i a b ' ee aes is. J te. Be . = ’ &. ie bo  — és > tee ay Se 
ts ep 4 ? i, be Wh a ia , Tt ai *. oa Be. ia + i we or , p ia Hae eS 3 ap - oe (ile : 
7 ae > ‘ 7% ; , sgppeaens Fee ry oh. oF ae, % = ms a Be Se, ) a = ae 
sai — = or ‘ Bea K4 ae * a “ Te = = Ss aie me a b Bou 
— * oe as # Pisce 3 2 “7h _ : _ , aa eee % . sa o_o Pe a — oa Wir 
ee A wees F. © Fe - Pe ih "e 
ee igi 4a! ¥ am Ca. “be 4 h, it ae 2k ay voy Ps oe a ee 2 | . Fo 
. me ol, es, i A, ro * ; : oe g 46 Fos : af ; od a % 8 fa Oe : a neth 
, 2 pt : aN 7 ; —_ a ee Mi , 2 5 hs ead re ; o% ‘ 4 ee ieee a % aaa 
a Ss a é 24 ‘ : ” “3 ve 2 e 2 hs i 5 : ing: , = ' ce rs : j 4 We - . i - = a: - , so ae 7 a aervi 
ees Bar 1 te ge af oa a aye Rio, Se ft B35 ag’ at. \ er 2 A od re 3 ipple 
| es a ee a po as tar 5 f \ “et ae ree wt Sy ‘ a A id Z Bee te = Ses % & Donen 
? yo. |] ts; Sime * pga ie Ea ae . Ge ee e. ane 
- Fe ‘ ; Whee j 4 as ee oe ey, Ae 9, a4 ; \\ , ve 2 oe eam ee eee a et ae 
7 : : , : ee . at se 3 - ' $9 46 ce a ‘ pet ae Bi a boas é Be : ) E A : ae ty Zz “ees : et y aa. Sy, 
abe 7 al i = pa ~ ‘ ~ ; - 7 & ; : ao Meal se a # > Alte a ae ; “ate ll q . 5 } i atoms . fe a 
r . d 4 _- ae x ° & id : on, ae . “a> a. 
4 - a a. 7 - ee Piney : Tea Ss Wi ce 
a + ie a ay Shae! Epa Sagas. _— . ta > : a + - s ’ 
; ee ‘ ta be PR Se pes - iF aa ga ‘“ So a : 
a ° a ees vi oer. ~~! TA o> iy, 7% ae aa es : A 7) Tae ao ae oe a 7. 3 * r 
a Si aa tO ae 2 igh: Py 9 me! ; a a el ne a ee 
Pay ae © ogee 1. Re ae Pre <.: Pay \Sy “oa eee " AD 
ie Sea: - Re ee mee ji, as . eae See 8 —?)) whe 2. ae * ee eta it. aes pal a : 
a 2 A eR ate IEE Pa 2 eee «* ae ou. “qe See ig ay ee =| 4 Pi 
bis sates ae Wi tg a ieee t et 3h) Bee. fC % Be ee ti 3 a BS ¥ e} 
a a - oa ee ve ie a yey ase a ae: 4° oaes oa Oe ee ; oh y. oe oh se Fr 
ii rial i 4 : ae ~ ; tif EM a ee ee a eee ee oS ‘ 
pes 2 i a ee, 4 wis she ag ae ae 3 ae 4 | r Ee os ee : een. ria ge) 
eo “7 "  -—_ Shes ee | Se ee ~ Se Barer ee. ° A eral 
ns : oe 2 +3 ee os maT ee Be ae eS Fr, Prk: Fe : Pee ch | i a 
ct te a} ee = : , Pte, cine . ‘ ee : ihe bl VF = } ag: , cee eae is 9 oO ad é : Rk ne a Fe et: ‘y qe we man; 
bi del ies ae. ee ize oy ta F aim 4 [ee a ik i ee ie . ee ee f | 
ee SE) a ae e eae ge SS . - ie E a * p . a 2 of 4 Soe A i eS So oe ig en Gi ee tb See > 4 
aod a i Cl y-m ' dol io Oe: a eee. ? ee a = . . Be b , a Ayah «bs oe ? ie ,* rae of ha Detr 
tone ; iene : % a ee air. : Sela ee | i re ee <. ia. ae Pe Ar 
. -: Ss ae —_ . fa vires in, ‘y a = ‘ 3 " Sub - em >, ake . eae F e af Pe a aes, itt, 
A _ y a —_— a os a ; * ah. ae athena: = ae ; « & Ww ; ome 
q a . . oa od ais Gin eee? ‘ ie ae a “ V; . 
4 a : Ce . : : sj al ——— oe: ee . : ACL 
All this effort to m ds — Wr 
eee eee ake a. = 
me 4 a Sy , a  Slieate aa : ee E — 
| good ada wa > “*FTge > <-> er 
— | ae a 0 3 
pn 5; 7m , ste i reLere | ch 
? = | ece) Re (cont'd | Uni 
¥ eee C Rersi — a 
be dl i Service ones | fi 
a Brake Heenan | : 
7 ets ¥ 
at ce | 
7 < r-3599 grene OF ost = 
Eee c ompiet* - echo | 
ma 7100 avi’ ae 
peer a” -” iT” | 
ia see RE TO puY * F 
Seige 
Pa 4-359 «wi cToRY gran ga tre 08 mn 
a PS 
oe FACE ogee 2 gTATIONS oy 
eee sea 0r0 De SERV Cet Ghat are 
1260 yo OF wh 8 O00 
ut HOR gerne ie) Jiett® wae 
wT anetttt Oars 2709 ring? * & 
oa ‘og we ya) ck wer 
. tet! Seat ake sent paver ' 
"i . uu we om an? 
a yoremytere 
eR LE. . th ee 
ae ES att 
es i ac 
Se vena eg teat . 
ee “ 
& =e | 
oe ey. Foe i ee | 
3 a gh 
Soa R 
Y i 
‘ Vig? , . re ¥ 2 : ’ - \ ite “= ee : (itu. j ea wp 
a Ao F + cy - & : ; fe . 2. ee 
—— * OP 1 me "4 : ie ; “ * oe 
’ Bee Ps 


August 14, 1939 


ADVERTISING AGE 


17 


Carrier fo Spend 


Pages 
. | Canadian Home Journal............... 17.3 12,125 
| Canadian Homes & Gardens..... 29.9 ,098 
on irs SO: é<ubhincdadhcabaansene dinees ; ae 9 
J | PEAROPEY cc ccvccevccccoscssvevcscesecs cerenwne Se 9,461 
| Ae ee eee 24.6 17 
o DI 6 sdwhesedebebdebébeswdowe sane iach cee 
Fall ampaign Siemal Metco Moamtitly...cccsccccocccis« Hie Se 
po eee ee eet Pee re ere ; 98,149 


New York, Aug. 8—Scheduling 
air conditioning copy in the fall for 
the first time, Carrier Corporation 
today revealed plans for an ea:ly 
campaign to introduce a new winter 
air conditioner, involving an expen- 
diture of $100,000 in newspapers by 
the company and its dealers. 

The budget will be evenly di- 
vided, with $50,000 to be borne by 
the manufacturer and the remainder 
py distributors. E. T. Murphy, vice- 
president in charge of marketing, 
discussed the plans here today at 
the first of a series of dealer meet- 
ings to be held in leading cities 
within the next few weeks. 

The new unit, priced between 
$295 and $500 depending on instal- 
lation costs, is for homes in the 
$5,000-$8,000 class. The introduc- 
tion of the new weathermaker 
marks an innovation for Carrier, 
which has never before attempted 
to reach the $5,000 home market. 


Extensive Market Seen 


George Long, manager of the 
home air conditioning department, 
explained to 200 Carrier dealers 
that “90 per cent of the new houses 
in this price class are being air con- 
ditioned today” and that 49 per cent 
of all new construction falls in this 
group. He declared that Carrier’s 
introduction of the new model is “a | 
move to take the furnace out of the 
cellar.” It can be used with gas or 
warm air furnaces, and a summer 
cooling unit can be included at time | 
of installation or later. | 

In addition to its fall newspaper 
advertising, Carrier is planning a} 
spring magazine campaign featuring 
home and portable units. Charles 
Dallas Reach, Newark, is the agency. 


Boucher, Flick | 
Win Promotions | 


Following appointment of Ken- 
neth F. Boucher as merchandising | 
service manager of Hawaiian Pine- | 
ipple Company, San Francisco, C. 
sruce Flick has been named adver- | 
tising manager. Mr. Flick has been 
n the company’s financial depart- | 
ment. 

Darwin Teilhet, engaged to asetet | 
n the reorganization of the adver-| 
tising department, will be retained | 
s technica] consultant. 


Pierce Joins Kelvinator 

Frank R. Pierce, formerly man- 
ger of the household sales division 
f the Frigidaire division of Gen- 
eral Motors Corporation, Dayton, O., 
fas been appointed general sales 
manager of the Kelvinator division 
of Nash - Kelvinator Corporation, 
Vetroit. He succeeds Henry W. Bur- 
it, who resigned recently to be- 
‘ome president of the Eureka 
vacuum Cleaner Company, Detroit. 


Writes Fair Trade Book 


E. T. Grether, professor of eco- 
mics at the University of Califor- 


ila, has written “Price Control Un- 
‘tr Fair Trade Legislation.” The 
90K, which is published by Oxford 
Niversity Press, New York, is an 
‘storical review and critical evalu- ! 
on of this country’s experience | 
ice control legislation. 


hange in programming or 
y. Better service to Met- 
fopolitan New York including 
‘ts 6,982,635 foreign citizens 
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Total 


AUGUST LINAGE OF CANADIAN MAGAZINES 


——-1939——_,, 
Lines 


Pages 

Countrv Guide & Nor’-West Farmer.. see Seen 
+Family Herald & Weekly Star 

SENOS SEED beceen cvs veccssecses 29.0 23 

Mn st c¢eb5b600ebdedbt os oes 22.8 18,271 
The Farmer’s Magazine .............. 15.6 10,906 
+tFree Press Prairie Farmer... 24.1 26,474 
PUG PUMOOR cccccccceccctaeccrs 10.8 2,2 


Group 


+Weekly—July linage shown, not included in total. 
tSemi-monthly—both issues included. 


A newspaper for 


a ° j 

race tne |QCOFe 9.6% Gain 
31.5 21,136] S 

se lin August Linage 
20.1 14.080 

32.0 21,531 

11.2 7.869 . 

Points —— totaled 98,149, a gain of 5.6 per’ 


Pages Lines | cording to reports to ADVERTISING | 
14.6 10,521) Ace today. This compares with a, 
28.2 02,584 

<7 oes and a 4.7 per cent gain in June 
27.5 30 282 | linage. 

11.6 13,207 


Maclean’s and National 


¥ : — 
‘Canada Magazines i )5¢4 gain of 13.3 per cent with 


Chicago, Aug. 10.—August linage Herald & Weekly Star, which re- 
of six major Canadian magazines ported increases for both its editions. 


cent over the 92,953 lines carried by | individual publications are shown 
these publications a year ago, ac- 


2.1 per cent decline in July linage | Stephens Advanced 


Three of the six scored gains for 
“21,122 | the month. These were Chatelaine, 

Home 
‘Monthly. Two farm papers report- 


2000 miles of homes 


As the editors of The Evening Bulletin plan 
each issue, they have in their mind’s eye the 
hundreds of thousands of homes that line the 
2000 miles of streets in modern Philadelphia.* 

Single-family homes, nine out of ten of 
them! The largest group of individual homes 
in any city in America. 

For the people who live in these homes, 
the editors of The Bulletin daily build a 
newspaper that is an intimate part of Phila- 
delphia life. 

A newspaper devoted to home interests, 
home needs . . . a newspaper edited for careful, 
complete reading in the family circle... a 
newspaper to be included with confidence in 
the regular routine of living — sought every 
day, bought every day for itself alone. 

So true a part of Philadelphia home life 
has The Evening Bulletin become that... 
without subscriber contests or premiums or 
prizes to subscribers . .. it has led all other 
Philadelphia daily newspapers in circulation 
every week day for thirty-four years! 


Leadership so long established and so 


firmly founded on reader confidence gives the 
advertiser a twofold advantage. Greater circu- 
lation assures more thorough coverage, reader 
interest and confidence bring more attention 
and response to an advertising message. 
When 32,321 Philadelphians, making 
purchases in typical communities 
throughout the city...in grocery stores 
and food markets, drug stores, theatres 
...answered the question “In which 
ONE newspaper do you look for 
advertising of the products sold here?” 
—18,978 named The Bulletin... more 
than named all other newspapers 
combined.+ 
Let your advertising agency show you 
how, with The Evening Bulletin alone, an 
advertiser can cover effectively America’s 
greatest city market of single-family homest— 


at one of the lowest costs per reader anywhere! 


* Philadelphia has more single-family homes than New York 
City and Buffalo combined; or Chicago and S8t. Louis 
together; or Cleveland and Detroit; or any of twenty-two 
states. (U. 8. Census 1930). 

#Complete information from recent consumer surveys 
made by an impartial research organization gladly furnished 
on request. Address The Evening Bulletin, Philadelphia. 
195.3% of The Evening Bulletin’s circulation is within 
Phiiade Iphia and its trading area. 


Copyright, 1999, Bulletin Company, Philadelphia 


ed 


ling August linage also scored a com- 


| 23,930 lines as compared to 21,222 
'in 1938. July linage, reported by 
‘other farm papers, failed to equal 
1938 totals, save for the Family 


Figures and page totals for the 


in the accompanying table. 


H. W. Stephens, public relations 
director of Northwest Airlines, St. 
Paul, has been appointed Eastern 
traffic manager, with headquarters 
in New York. The post is a newly 
created one. 
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Align Forces for 
New Dry Battle 


To the Editor: Prohibition is stag- 
ing a strong comeback in this state 
after having been kayoed by Repeal 
and the subject will be a powerful 
factor in the voting of 527 inde- 
pendent municipalities throughout 
Pennsylvania at the Sept. 12 pri- 
mary election. 

To combat the wave of bone-dry 
sentiment and propaganda in these 
communities where local option 
elections are to be held, the Penn- 
sylvania Association for Moderation 
and Law Enforcement, with offices 
in Harrisburg, Pittsburgh and Phil- 
adelphia, has just launched a nine- 
week advertising campaign. All 
the daily and weekly newspapers 
circulating in the areas where the 
wet-dry issue is to be decided will 
carry the advertisements, which are 
all of uniform size, four columns 
by 13 inches. One hundred and 
twenty of the 527 municipalities in 
question are now dry and are vot- 
ing for the first time on whether or 
not they should permit the retail 
sale of brewed and distilled bev- 
erages within their confines. The 
remainder are voting on whether 
they should continue to remain 
“wet” or whether they should elim- 
inate all retail licensees. The state 
liquor stores already in operation in 
the communities concerned will not 
be affected by the results of the 
wet-dry voting, regardless of the 
outcome. 

The newspaper campaign will be 
supplemented with personal letters, 
meetings, personal solicitation, di- 
rect mail and display placards. 

According to officials of the Penn- 
sylvania Association for Moderation 
and Law Enforcement, in communi- 
ties which have voted dry pre- 
viously, most of the people engaged 
in business are dissatisfied. They 
claim that the absence of retail dis- 
pensaries for beer, whisky and kin- 
dred beverages drives people out of 
their municipality and every mer- 
chant, regardless of his business, 
loses patronage. The association 
had Ross Federal Research Corpo- 
ration make a survey of some of 
the municipalities already dry and 
discovered that about 75 per cent 
of the business people were in favor 
of the return of the retail sale of 
malt and distilled beverages. 

One of the advertisements to ap- 
pear during the course of the cam- 
paign cites the vast amount of taxes 
paid by the brewers and distillers 
and compares it with the amount 
of taxes paid by all other corpora- 
tions in the United States. It warns 
that if prohibition returns, it will 
mean that all other corporations 
will have to pay twice the amount 
of taxes they are now paying. 

The advertising campaign was 
prepared and executed by Walker 
and Downing, Pittsburgh. 

JOHN F. ALLERTON, 


Voice of the Advertiser 


This department is a reader’s forum. 


OLD FIGHT REVIVED | 
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One of the newspaper advertisements 
designed to win votes for the proposi- 
tion that suggests certain municipalities 
permit liquor sales in Pennsylvania 


high quality products. Yet this 
retribution need not be taken seri- 
ously. 

The writer, emphatically in favor 
of truth in advertising, believes just 
as emphatically that quality will 
always overcome low price oppo- 
sition. 

It was gratifying to find this per- 
sonal conviction confirmed in a re- 
port from the Polaroid Corporation. 
When $1.95 sun glass sales break 
down dime store competition . 
well, that’s something! The counter 
demonstrations had much to do with 
the sales appeal. Why? Because the 
demonstrations proved the quality 

. and they proved the truth of 
advertised claims. 

Build quality into your product 

truth into your advertising, 
and you have an unbeatable com- 
bination. 
D. E. ANDORFER, 
Baxter Laundries Corpora- 
tion, Grand Rapids, Mich. 
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Abbott's Bitters 
Label Modernized 


To the Editor: On Page 14 of 
your Aug. 7 issue is an item which 
is most misleading with reference to 
the manufacturer of Abbott’s Bit- 
ters. C. W. Abbott & Co., Baltimore, 
is the sole manufacturer of this 
product and has been since 1872 
when Abbott’s Bitters were first 
marketed. 

To the generations of wise drink- 
ers who have used the product in 
cocktail, whisky, gin and wine, as 
well as a tonic in water and as a 
condiment in foods and beverages, 
the Abbott’s label has become a 


Pittsburgh, Pa. 


“Gold” Theme Used 
Three Years Ago 


To the Editor: Relative to the let- 
ter from Stanley Whiteway appear- 
ing in your Aug. 7 issue, it might 
be interesting to note that the slo- 
gan, “Gold is where you find it,” 
was used by the Union Bank and 
Trust Company of Los 
1936 and 1937. 


The layouts were prepared as 
window displays for the bank by 
George N. Laws of the Milton 


Weinberg Advertising Agency of 

that city. Unfortunately, I do not 

have copies of the layouts avail: ible, 

but they are credited by the bank 

officials with doing an outst: inding 

job in new account promotion. 

IVAR SILVERSTEN, Jr., 

Gerald S. Beskin Advertising 
Agency, Minneapolis 


Holds Quality Can 
Squelch Price Appeal 


To the Editor: 


Low price compe- 
tition is the 


inevitable nemesis of 


Angeles in| 


familiar sight with its picture of a 
courtly old genleman in the center 
and its red border. 

Although Abbott’s Bitters con- 
tains a high percentage of alcohol 
and is widely used in conjunction 
with alcoholic beverages, the label- 


Letters are welcome. 


-| caption that the idea was “used suc- 


but the type of the descriptive copy 
has been changed to a more mod- 
ern and bolder face. 
The appearance in general of the | 
label is modern and new. It adds a 
touch of progress to an old and es- 
ablished brand, making it as mod- 
ern as the World’s Fair and as ex- 
cellent in quality as the first Ab- 
bott’s Bitters made in 1872. 
THEODORE A. NEWHOFF, 

President, Theodore A. New- 

hoff Advertising Agency, Balti- 

more, Md. 
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Astute Readers Score 


Again With Correction 
To the Editor: In the picture cap- 
tion appearing on Page 14 of your 
Aug. 7 issue you state: “The strip 
technique in advertising was used 
successfully in Pennsylvania’s last 
Senatorial election by Jerome B. 
Gray & Co., Philadelphia.” 
The names “Mary” (in the pic- 
ture) is going to clip are those of 
New Jerseyites, not Philadelphians. 
Am I right? 

Nert R. BELL, 
Elco Printing and Advertising 
Company, Philadelphia, Pa. 


. . The reproduction you ran 
on page 14 of the Aug. 7 issue 
showing the “strip” technique ap- 
plied to political advertising is a 
swell tribute to a smart job done by 
my fellow Poor Richardite, “Jerry” 
Gray, a really smart advertising 
man. 

But, as a resident of the Mer- 
chantville, N. J., area I want to say 
that you did wrong by us Jerseyites 
and by “Jerry” in stating in your 


cessfully in Pennsylvania’s last Sen- 
atorial campaign.” 

The candidates named are all res- 
idents of this section of New Jersey, 
except Barbour, and Congressman 
Wolverton and Harry A. Willson are 
my near neighbors. Sure, they all 
won—which may be a swell tip-off 
for the Keystone state Republican 


leaders to consider, particularly for 
1940. 
THOMAS J. YOUNG, 
Merchantville, N. J. 


. Your story about “strip” tech- 
nique of advertising in public 
affairs” in your current issue ap- 
plied to the wrong side of the Del- 
aware river. 


Mayor Hague probably hoped that | | 


such was the case—but New Jer- 
sey was the scene of your reported 
successful campaign, not Pennsyl- 
vania as you noted on Page 14. 
Yours for the 1940 election! 
Rosert A. WHITNEY, 

Advertising Department, Sim- 

plicity’s Prevue Magazine, New 

York. 

(Editor’s Note: A thousand par- 
dons to Messrs. Barbour, Wolverton, 
Willson, et al., all of whom were 
victorious in New Jersey and not 
Pennsylvania as our energetic, but 
politically innocent caption writer 
indicated last week. Perhaps he 
didn’t know that all a Philadelphia 
agency would have to do to handle 
a Jersey account would be hop 


across the bridge). 


ing of the product is under the jur- | 


isdiction of the Food and Drug Di- | 
vision of the Department of Agri- 
culture. In order to conform pre- | 
cisely with the requirements of the 
new Food and Drug Act, it was 
necessary to make certain changes 
in the wording of the label. It was 
therefore decided that this would be 
an ideal time to modernize the ap- 
pearance of the label also. 

However, because of the familiar- 
ity of the consumer with the old 
package, it was thought best to re- 
tain certain characteristics of the 
old label and merely to modernize 
its design. These plans were car- 
|ried out and the labels are now in 
use. 

The new label contains the same 
colors of red, yellow and black 
which the old one formerly bore. 
Also the Abbott man holds his same 
pose dashing Abbott's out of a bot- 
tle. Nor has the style of the prod- 
uct’s name in script been altered 
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‘Alas! Not Even 
the Sky Is Free 


To the Editor: Advertisers who 
use skywriters to publicize their 
products generally get exclusive 
rights to the blue skies while their 
copy is being written. But, 
competition has now reared its ugly 
head to destroy the “exclusiveness” 
of this medium. 

On the morning of July 31, a 
beautiful summer day, the Pepsi- 
Cola people were having the name 


the local citizenry were straining 
their necks to observe the plane as 
|it spelled out the letters 
name. 

Suddenly another plane appeared | | 
on the scene dragging an “air ban- 


alas, | 


AND THAT MEANS 


THE YELLOW CAB COMPANY 


F Mca tan ents tar 190 
Gites mamednn Od audi og 


HOWARD Pit Rt C0. 


OF LOS 


passed right below the handiwork | 
of the Pepsi-Cola plane, so that 
everyone could read the copy on 
the banner. What was the copy? 
Drink Snooks. 
JAMES C. BJORKHOLM, 
Charles D. Meissner Adver- 
tising Agency, Milwaukee. 
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Has Crosley Slogan 

To the Editor: As a slogan for 
Crosley’s kiddie cars, why not: “All 
Car and a Yard Wide?” 

Cart R. HOTTELET, 
The Tablet & Ticket Company, 
New York. 


OF MY LIFE! 


Dear Sunset: For years 


have nearly worked us to 


the new 


So great is your 


you may believe me whe 


sonal part of my life. 
| 
|| 
| Guide, Philosopher, 
& Friend in over 
| 225,000 western 
homes. 


of their product emblazoned on the | 
blue of the heavens. Thousands of | 


SAN FRANCISCO 


in the, 


ner” behind its tail. The plane || 
; ! 
x % 
> - an. * > 


BOUGHT 500 19:39 BU mst Siee.s| 


From inspiration received from 
built a lovely, modern home. 


interest, 
and so utterly personal the whole magazine that 


LANE PUBLISHING Co. 


<< 


COLOSSAL, TOO 


ANGELES 


- Buick Yellow Cabs 


Win Coast Applause 

To the Editor: I don’t know 
whether you know it or not but 
Buick has just sold 500 Buick taxi- 
cabs to the Yellow Cab people in 
Los Angeles. 

They have made cuite a hit in 
that city, and you may be interested 
in this advertisement which ap- 
peared coincident with arrival of 
the new cars. 


S. D. Fuson, 
Inc., New York. 


Arthur Kudner, 


A PERSONAL PART 


I have been wanting to 


tell you what an intensely interesting magazine 
Sunset is. It is a continual urge to do something 
else to our home. This urge is so great that you 


death! 


Sunset, 1 finally 
It has almost all of 


ideas and folks from all over Jackson 
County drive by on Sundays to admire it. 


so varied the material, 


n I say Sunset is a per- 


It is by me always! 


Beatrice Galbreath 
Oregon 


Eagle Point, 
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AID TO FURNACES 


1 Amest all of these turmeces Drenthe 4. These fitters mre tne au before 1 
| gh very unpartant little devices 
{aw filters 


|B Dhey ebeert fe mmeh Girt (hat they 
nentually became clagged up—can | 


| let emmugh clean, warm aur through to 
ow! yuut henuse — waste fuel 


© Seve fel Always have clean 
healthful heat Put new Dust Stopes in 
now. They're @ cinch to put m and 
mot sees cont only $1.50 ench 


P, S, Myoe're not already enjoying the comfort of clean, Altered ait frum your warm-air 
7 (uenece, ont @ toweh wrth your furnace man and find how ecapenevely as av 
tery attachment can be installed. Write for Booklet = —It's treet 


FIBERGLAS* MUST()(P* AIR FILTERS 


2 ulactuced by Owens-Corrung Fiberglas Corporation. Toledo. Ohm 
bee Meergios of the Pairs — Mow Tort ond ton Prendece 


Fiberglas Filter 
for Furnaces in 


Consumer Debut 


Toledo, Aug. 9.—After a business 
paper campaign designed to educate 
the trade to the merits of Fiberglas 
Dust-Stop air filters, the Owens- 
Corning Fiberglas Corporation pre- 
sented its story to readers of The 
Saturday Evening Post this week. 
Copy will appear later in American 
Home, Better Homes and Gardens, 
and Life. 

While the long-range objective of 
the campaign is to secure original, 
as well as replacement business, the 
half-page in the Post concerned the 
latter. Copy asked, “Can your fur- 
nace get its breath?” and proceeded 
to tell by word and picture the 
function of the air filter in the oper- 
ation of warm air furnaces. 
home owner was urged to inspect 
his filters and if he found them too 
choked up to do their work prop- 
erly, to buy Fiberglas Dust-Stops. 

The strip technique was used in | 
the advertisement, another innova- | 
tion being a combination of half- 
tone and line drawing to picture the 
man of the house looking over his 
furnace and later consulting with 
the Fiberglas dealer. An outline 
halftone of the head was placed | 
above a fanciful single line repre- 
‘senting a body, schoolboy fashion. 


Woman Heads 
Milk Bureau 


Mary C. Moss has been appointed 
director of the Bureau of Milk Pub- 
‘city, Albany, N. Y. She has been 
“onnected with the Bureau since its 
*stablishment in 1934. 

_The Bureau is in charge of the 
State's milk campaign, placed by 
’. M. Mathes, Inc., New York. 


—— 
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weCZp Back ISSUES 


® Complete coverage ) 

of Current and back wart 
‘sues of trade papers 
%d general magazines “Using 
lor *ditorial and adver- Trade Paper 
‘sing material. Clippings ia 


BACON’S 


CLIPPING BUREAU 


The |' 


Durable Beauty 
in Silk Hose 
Keys Ne-Flex Copy 


New York, Aug. 10.—The eternal 
feminine hunt for a silk stocking 
that is not only beautiful but dur- 
able will advance a step nearer re- 
alization with the introduction of 
the new Gordon Ne-Flex hosiery by 
Brown, Durrell Company. The new 
type of Lastex top, protected by an 
exclusive patent, is said to offer the 
best method yet evolved for supply- 
ing a really sheer stocking and giv- 
ing garter protection at the same 
time. 

With the copy theme, “A Beauty 


Treatment in Every Pair,” the com- 
pany will use full pages in Harper’s 
Bazaar, Life and Vogue, supple- 
mented by cooperative newspaper 
advertising with retailers through- 
out the country. The consumer ad- 
vertising marks a departure in the 
policy of Brown, Durrell which has 
used only business papers for the 
last few years. 


Utility Plus Beauty 


Copy will emphasize not only the 
practical value of the new kind of 
Lastex top but its greater beauty. 
The special feature of the Ne-flex 
hosiery is Lastex knitted into the 
silk, with the lace work in and be- 
tween the bands of Lastex, instead 
of being sewn or “topped” on. An- 
other selling point to be stressed in 


the campaign is the three leg sizes, 
small, medium and large, whereas 
most stockings with a Lastex top 
come only in one leg size. 

Ne-Flex distribution wil! be pri- 
marily through department stores 
and specialty shops. Prices are $1.35 
and $1.15 a pair. Ten per cent of 
the campaign, which is _ being 
handled by Sterling Advertising 
Agency, will be devoted to Gordon 
underwear and other types of Gor- 
don hosiery. 


Sweet Joins Distiller 
Melville R. Sweet, formerly 
Southern representative, F-C-G Im- 


porters, Inc., has been appointed 
sales promotion manager of Da- 


viess County Distilling Company, 
Owensboro, Ky. 


Plan Big Bali Schedule 
Fay- Miss Brassiere Company, 
New York, will use 25 newspapers 
and eight women’s and motion pic- 
ture magazines in a fall campaign 
for its Bali brassieres, bandeaux 
and combinations. The schedule, 
which is the biggest ever planned 
for this season, will be supple- 
mented by cooperative newspaper 
advertising. Copy will feature the 
new line, Bow-Bra. Lester Harrison 
Associates, New York, is in charge. 


Defoe to Display Guild 


N. H. Defoe, formerly with Out- 
door Advertising, New York, and 
consultant to exhibitors at the New 
York World’s Fair, has joined Dis- 
play Guild, New York, designer 
and builder of exhibits, as sales 
promotion manager. 


MID-SUMMER ADVERTISING REPORT 


22 new advertisers contracted for 115 pages of space to start in Engi- 
neering News-Record and Construction Methods & Equipment in June, July 


and August issues. 


6 old advertisers increased their schedules by 26 pages, effective 
during the same months. 


This is the best summer advertising record for these two publications 
and the best summer construction activity since boomtime 1929-1930. 


Since February we have advertised three and four 
times a month (in publication space, incidentally) 
the prediction that 1939 would beayear of unusual 
sales opportunities in the engineering construction 
industry. Our reasoning was based on the authorita- 
tive statistics of Engineering News-Record regard- 
ing construction activity andcapital available for 
construction — statistics that are so dependable 
that they are widely used by federal bureaus, indus- 
try at large and the press in general. 


That 28 manufacturers decided to go after business 
where business is good, while business is good, is, 


ENGINEERING 


Published by McGraw-Hill at 330 W. 


we believe, further evidence of the confidence that 


our fact-finding service enjoys. 


It also demon- 


Strates the value of sustained advertising effort 


that aims to interpret facts 


er's self interests. 


All the indices point to an 


in terms of the buy- 


accelerating volume of 


construction as we face the fall upswing, with all- 
time high records a certainty in five branches of 
the industry. Ask our representative to give you 
the detailed facts to help you map a course of ac- 
tion to capitalize these opportunities. 


NEWS-RECORD 
CONSTRUCTION METHODS & EQUIPMENT 


42nd St., New 
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THE RURAL MARKET 
NOW OFFERS YOU 


With each succeeding issue, Farm Journal 
_ and Farmer’s Wife reaches an increasing» 
. number of rural homes. Current circula- 
My, tion exceeds 2,485,000 families—the largest 


subscription list of all time, and a highly 
profitable market for your products! 


sal 2,460,000 
‘ + - Net Paid Circulation 


2,447,000 


Net Paid Circulation 


May 


2,436,000 


Net Paid Circulation 
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a | In AUGUST Farm Journal and Farmer’s Wife is— 

Se FIRST in Pages of Advertising 

Se FIRST in Columns of Advertising 
i SECOND in Advertising Lineage 
gs rit, FIRST in Number of Advertisers 
fe And September is nearly 20% ahead of August 
inka mel . / 


a 


, a ore ‘ Fee (: cae , ae a oe re. ‘ ’ ER ee a | ! » Bad F nats PRC  # - 
ee 
. 
Sais 
att 
ae Dy) 
+ 
; 
= 
ie. 
oan 
Wi é 
RR > 
2 B fe * 
, « ag 
: ww. 6S Ee ° 
Farmer 
: : * a 4 
ile Be ea i SY So eF ae ZA “1 b ' 
or 7 ie Lon : ey » a ee be da are “as , al 
‘ee 3 sais bs rh = NY \ ‘ 5 : . = : * 7 
le * 2 a ’ .* MY ue ¢ 4 2 
carer A ee . AN ey 
ate . ei 7 oN Se fs ,- 4 ho mad 
| eit, ‘ . 4 4 7% es oe \ \ er bd - bs eZ er 
o r you . ta 
i 7 x 2 4 a "x it , 4 as «7 
° me SOU eC \ VAY eh 
4 4 BS, oe au? 1 eae , , Be oe : 
- j a : | ee ae ie oe ~~ } o ase 28 
Fe) os wt bg a F “ ‘ ; fo ge et ‘% *. a ve . Fe. , i ‘s _ a . 4 F- i 
: e im Oh : em ps toh ay oe NR 7s hoes 
cv ae rs Be OES ky phe > Ee ts g00y fg Ou. ae cae Sie  * - 3 
: | ale Se Sar 3 ere a a . i ai Be 
iis 7 * OSS i . ee Sa! yy. N “\ \ ap a 
he: ar 1 = ¢ pees oe mp. 3, i ae 3 . eae Y : oN , i. 
; i: a Bp» p Y ‘ . 30. ae bite aegis : ee R y ta ee y x . . Bis. 7 ual 
— 2 » = SE, aA SR \ eae 
we rae vo ; : e ; (ee : Cae, © . ‘. 4 >» ‘ Wa —_. an | 
de - c & - % Woe, le a « , . $ P= 
3 sic % on a Sy Seay oe as as a pa \ od . > \ is ; 4s . +, ‘4 a : i} 
3 : ee : a os abe * ei, « ‘ . ar eo ad 
| oe oi mee se SNe cS 2 27=— 
et Sl ey ae a a ‘ = . ae t | 
—_ tit] a )6h(Cg ides 
» ’ al ee it oO 
> . ‘g 
od * : 
. : 7 - : — — 
j ‘ Ne : —— ™ : e gf . . 
“ - “_ * b ‘ _ J =f ss 
se :. > 7 , 7 4 » rm 4 y “ oh aia i ay “% 7 . \ a a 
: ee . ; . Be j rs “- 4 
on rte ‘4 " vi a. : * “ be . By ho _ a ee : ; f~ 
oy a, \ py et era | Tl col ull oe | a . , 
oe OS . ie a ——. Fr’. ty InN | Y x 
id ce \NNom 86S — —\ - —_ awn ee 
« a ‘ “a on ] R q ‘4 : , ret, a wi ; ae a " " ae . . . ei ' 
sae au 7 -— ; ys, 7 a f ae —e oa fF ah 
oo: ee a & ml ba Se) ” i _sere"* mor 
a pa ‘ » a ad ~ bi 3 ey |) on gintto* in ree re" 
rm: ' - ‘ i bay no : —_ « pine . " a 
C3 , oy fi a ? . . i Pe : ‘g © + ‘ d & , |) 45 |) \ : 
7 F ee ea ee f pa : ‘? . ' J A 2 = “ 
~~ al Xe os gi art re ae 9 - 
ve . et . al re . 2 
a —_- — 
' » a oy jae r; ‘a 7, * vie 


a2 ~ Xe ‘. ay 
<, ee +. BRGS: Sree. Se. cae ‘ ad % Se 
aay > oaiew. 4 j : i ie A lag eer omy ¥ es oF ‘a wt, JA pa 
7 pe oe” -s er ee Se a : iz "i ee ea ins ag 3 Mae ne og : 
, = i = : * an M+ hed: _ e my a" ; F <= S a) alg s ue ay ‘ m ‘4 hein)” as or? = -_ - 
; = ies 


August 14, 1939 ADVERTISING AGE 21 


— nr oe Se a " _ — a 


Re ee 


geste FS mS 


“ees 


September 


2,485,000 


Net Paid Circulation 


Sa 


ae 


Graham Patterson, Publisher armer’s 
Washington Square, Phila. Fai Vi e 


ae ts 
———eEEo eee —————OO“RhW"”“*0eOSOeoaaajas“A"$=$®qv>R““V0BBO“—0Beaq>*“09qaR = — Ay ee? ; 
air} ey x A * 
—_— | a Ee ..." 
— . ai ghiwies Re ee e e 3% * gt pie a ie a — mM a t ; 4; . —_— ‘| 
Re: s eter ae * : e - hy Y re. a 2 “ x + 
es - ‘ eo: 
hd “a ‘ ws \3 & —_—, 
‘. “dpa >. Ad vw a : ; Xy Ss  . ; | | 
ee 0 .' \, i “a sie ee + ¥ 
4 ri qtt*s F - y _ Hi wy 
> , : . : = ‘ s : , 
ae Ae _\\\' re + WA 
‘ iw a as. Sige 
gay Ss Bae ie  alen= lll yaw 
mS mers j — © \ \\ — i : 
" ™ Se : : \ ee. i Re P * 5 ; “- - 
ar . wn. SO o \\ \ . > ae aie 7 
* 
\ 8 ¥ : —~ ae <i hae Sie \ a . > Ai 
| cond VES ‘e SHOg fe : { AW ee i 
- vat * ‘ ey 4, ee 8. = TING a : \ \\ \\ — ot } 
~~ ; es at ce $ $ A $54 e5- Pe  \ \\ a ae Soh: pe } 
\ (y \ . ~. oie P . ee “sf & —— ¥. Vy N \ \ “ Bs, m” ; | : 
: Be: Py ce Mons... oe \ SRR + i 
Yn. ‘5 1 ae ‘ 5 /) é ee 4 \’ a Abe Le — — A ; : 
a ae se i, ; 4 + ty J & — ieee } s/f) \ \\ = i f oo ‘ \ i ; 
t A = | Ape Ah me on ¢ Ds ‘i ju eae!!! CYT — 
i= \\ ee ae re | , hs 
, Be ; ve Fk. eee *, ae Se, . i. ig sae 
‘ oe v= 3 7 9 ai 4 aa ae i P a - = “i - ms -_ Y 
> -.. Wa oe ae oS 3 
>.>? ... ‘el i = Sm 3 a i a 
* , : Ow A —_ he ok i a 7 7 ‘od " opie Gay ‘ Ee 
ney ha a , 
, Da ; ee a” Mid . 
i | eee aa *) 
a § ce ea by . 7 ¥ 7 -. 
: * VY @ ao 
a se” a ee SS 4 a » = P, a, “— we _— | ioieh 
u - A eo , : as ‘ed | oe -. —s i ie sat me ; 
= - . a} é oa * ‘ " = i y rag a 4 G P | : 5. % 
4 ae _ “aA 0ltié«dESE*- gro 
; id J . y PR pi : »* Ae hy | i 
: ug us het a J ae « & _* », + ; me ae) * i 3 * * WP + ote - : ae os ee Sa oe i 
¢ pe ate: PS ee 2 gt | te ohn ~ 3 4 ee A i ee i, 
take le fe excl : % a sf 3 a eae rs ae tree BYE 
ieee lg : RE ee . rs og cles see % the rate ie 5. 
ar athe aa | er ED toga “8 * TE ii Py tee : a raises 5 ut 
Sr OO Mie eke es Er An ak pee ns Y eS) ee ‘eet 
y’ | | . 7 . apie ‘ + ‘“ Ae, Pregl £ rg i Bis age . ae 5 oo ~ “ee fr 2 a ‘< oe. ag . Ps f O46 ow: - aaa = ‘} 7 ‘ - 
7 ~ ove & te) ne * mg 98 a I Se oe tt Pc aa eee ae fm ee (A Ming. =) Magnets Mi , a 
; ne and tft ie a Pads ene ae ta «2 ee gee ¢ ate 2 a Ps, iD a nc oe “20... sate Pa \ —s 
r : i seyret ofas: Pa oe een ‘Mate Sas RS TPES, “otk. ae age 
fet Paid Circulation \ Sere ca Reh eee te 4 bees 7a ee rn OS par } 
‘ . af: a t P See “ Rae % a ij. pt as ~ ? De | 
. ea eee nea ee 
S - gg yond Defe ott i 
‘. a Sie oat Pie of ; 4 va e “Sety¥s: ; S —_ = shure. Be: ne” _ : - -- = — AL : " 
>» ae elie ; — x k Q RS ile SS ”—N es 
a a, yl a ve Above ” ss =~" | | i 
4 Bt? ye i thy, PG * “Fe e —— ' r 
a ; Bey yh “5 ‘ oe. a ———ee™”S—— , 
a =” i % ; . a -_ 
7 4 iS Z so 3 . ‘ es mee ee > ; 
BR nnd: ae 4 . Nee OT i? 
~_ ey oF eee af | . 
a F. ‘ PA rientnre’* 
en of age ‘apices of a gaziee : 
~ v; » Bit. ‘ “poremont Me ee: i 
5.000 = 
io te 
nih 9 — ae 
yr - a <i 
, = 
i 
— 
a Be ‘hae Mee wb a : 
. 
vee 
“e ais 
_ | A Mee 


22 


ADVERTISING AGE 


August 14, 1939 


Miles Laboratories 
to Revise Copy 
on Alka-Seltzer 


Washington, D. C., Aug. 10.— 
Miles Laboratories, Inc., Elkhart, 
Ind., will make drastic changes in 
its advertising of Alka-Seltzer, ac- 
cording to the Federal Trade Com- 
mission, which today announced 
that the company had entered into 
a stipulation to discontinue mis- 
leading representations. 

The FTC said that Miles Labora- 
tories has agreed to cease use of 
advertising implying that colds, 
neuralgia, distress after meals and 
“common everyday ailments” result 
from excess acidity of the blood, an 
acid condition of the blood, or defi- 
eient alkaline reserves, and that the 
alkalizing effect of Alka-Seltzer, by 
correcting these conditions, will be 
a proper treatment for such ail- 
ments. 


Other Claims Tempered 


The company further agreed, ac- 
cording to the Commission, to dis- 
continue representations implying 
that headaches, upset stomach, and 
aches and pains result from, or are 
associated with excess acidity of the 
blood, and acid condition of the 


SS =— — 


Harry G. Atkinson (center), president of 
kinson, are welcomed to good old Albion 
the-Sea, England. Mr. Atkinson, whose agency maintains a London branch, is 


EARL OF DERBY HOST TO U. S. AD MAN 


the agency of that name, and Mrs. At- 
by the Earl of Derby at St. Annes-by- 


studying hotel advertising techniques in England and on the Continent. 


blood, or a deficiency in alkaline 
reserve, except when the ailments 
mentioned may be shown by com- 
petent scientific evidence to be di- 
rectly associated with such condi- 
tions of the blood. Subject to this 
condition, the FTC said, the com- 
pany will cease representations that 
the use of Alka-Seltzer will be a 
proper treatment for these ail- 
ments. 


To Moore & Hamm 


California Table Specialties, Inc., 
New York, has selected Moore & 
Hamm, New York, to direct its ac- 
count. Class magazines will be 
used for the present. 


Joins Blaine-Thompson 
Albert L. Lesser has joined 

Blaine-Thompson Company, New 

York, as an account executive. 


“GUN tackle onujthing, once! 


It seems one of the boys in our 
New York office was calling on 
an agency in connection with a 
certain cosmetic account, when 
suddenly the same agency asked 
him what we knew about the 
midwestern market for farm 
tractors. After he recovered 
from the shock, our New York 
lad rallied nicely, called on our 
Chicago and Detroit offices for 
help, and went to work. 


Here's what that agency re- 
ceived—completely prepared in 
our offices within ten days: A 
map of tractor distribution 
county by county in the 13 states 
involved. A 4-color map show- 


ing density of tractors by coun- 
ties—with coverage areas of sev- 
eral stations super-imposed. A 
separate tabulation of farms and 
tractors in these states with per- 
centage comparisons. An analy- 
sis of tractor age and investment 
with some facts on distribution 
and their marketing. Dull read- 
ing to you, perhaps—but not to 


the recipient (at least so he 
said). 
No — tractors aren't our bread 


and butter. Neither are bath 
salts or steam shovels. But if 
you want some help with them 

or anything else—we'll go to 
bat for you. How about now? 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Dicueer Radia Station Representatives 


CHICAGO NEW YORE 
188 N. Michigan 247 Park Ave. 
Franklin 6375 Pinsa 56-4151 


New Center Bldg. 
Trinity 72-8444 


DETROIT SAN FRANCISCO 


One Eleven Sutter 
Sutter 4352 


6.0 South Grand Ave. 


LOS ANGELES ATLANTA 


Vandike O569 Jackson 1678 


Exclusive 
Representatives: 
WMO UP ERIE ciccccesen Buffalo 
WEEE cs esecesooses Cincinnati 
WUE Seesucnscesaces Davenport 
DEE eéneeacueecess Des Moines 
Dn’ sostesdececseaaees Fargo 
WOWO-WGL ....... Ft. Wayne 
Py. cesectsvesses Kansas City 
fy errr. Louisville 
WTCN ....Minnenpolis-St. Paul 
.. . SPT re Peoria 
Dn sitocesevesosecoes St. Louls 
WHEPEEED Sb eh betes encecn Syracuse 
Southeast 
0 Rarer errr Charleston 
tn. -cbheseheaecaesnns Columbia 
Dr ttnsésenisasvesae Raleigh 
| ra Roanoke 
Southwest 
De sseaces Ft. Worth-Dalinas 

DE 6064656660 Oklahoma City | 
ee s2esenadaeenen Tulsa 
Pacific Coast 
MOIN-KALE ......... Portland 
KSFO............ San Francisco 
os a a Seattle-Tacoma 


O17 Walton Bidg. 


Getting Personal 5 


Jason Paige, Jr., probably won’t bother with the advertising busi- 
ness any more, a court in Chicago having approved a settlement under 
which he will obtain a $1,000,000 trust fund left him by his great aunt. 
Young Paige, now 29 years old, spent six months in the research de- 
partment of Blackett-Sample-Hummert, Inc., Chicago. . . . Louis W. 
Munro, vice-president of Doremus & Co., Boston, will take an active 
part in direction of the Children’s Sunlight Hospital, having just been 
named a member of the board... . 

Harry G. Atkinson, Chicago agency chief, at present touring in 
England (see picture in adjoining column) nevertheless startled Chi- 
cago newspaper readers last week when he placed an advertisement 
offering $1,000 reward for the return of his chow dog, lost while Mr. 
Atkinson was abroad. Uniqueness of the advertisement was suffi- 
cient to rate it a page one story as well. As yet, the dog has not 
been returned... . 

Byrum Saam, sportscaster for Atlantic Refining Company, has 
placed a ring on the finger of Anne Mae Fitzpatrick, of the program 
department of Station WIP, Philadelphia. The wedding bells will peal 
Sept. 9. . . . James W. Irwin, assistant to the president, Monsanto 


SPACE MEN TAKE TO THE LAKE 
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Edward Lethen, Jr., Western manager for Macfadden Women's Group, solved 
the problem of where to hold a luncheon on a hot day in Chicago by inviting his 
guests for a ride on his cruiser, the Mary Lee. The sea-going ad men are (left 
to right) Ted Fox, Macfadden; Russ Van Gunten, Lord & Thomas; Otto Stadelman, 
Needham, Louis & Brorby; George Bogart and Gus Schneider of Young & Rubi- 


cam; Les Gage, Macfadden, and Marvin Harms, Blackett-Sample-Hummert. 


Chemical Company, St. Louis, reports the formation of the “Oh, Heav- 
ens, It’s Monday” Club, with his girl Friday, Loretta Moushey, as a 
charter member. The founders are Andy Neally and Sam Ballard, vice- 
president and copy chief, respectively, of Gardner Advertising Com- 
pany. Just to soothe Miss Moushey’s feelings, Mr. Irwin remarks that 
a lot of other secretaries are probably eligible. .. . 

Ferdinand Hirsh, industrial photographer of Chicago, will leave 
shortly for Costa Rica to make no less than 2,000 pictures, all of which 
will be used in advertising to attract more North American tourists to 
that section. .. . Burridge D. Butler, owner of Stations WLS, Chicago, 
and KOY, Phoenix, is in the wilds of Arizona on an extended camping 
trip, accompanied by George Cook, business manager of WLS... . 

John C. Clark, president of Wylie B. Jones, Binghamton, N. Y., 
agency, owns a racing stable and has been taking in the current meet- 
ing at Saratoga. ... John E. McMillan, radio director of Compton, hied 
himself off to Europe for his vacation. He’ll be back Aug. 21.... 

H. B. Estrada, who looks after sales and advertising of Bacardi rum 
for Schenley Distillers Corp., is an amateur photographer in his spare 
moments. Several of his pictures are on display in the Schenley Art & 
Craft exhibit... . 

Late summer visitors from across the sea include J. E. Critchlow, 
a.m., Sketchley Dye Works, Hinkley, Leicestershire, England; and Hor- 
ace and A. K. Walker, of Reid-Walker, London agency... . Jane Stock- 
dale, of Compton’s Chicago office, is vacationing in the East... . 

Unknown to the mother of his newborn daughter, Clarke Trudeau, 
production manager of Beaumont and Hohman, Chicago agency, issued 
a private announcement to a few intimate friends, particularly those 
who enjoy the sport of kings. Mr. Trudeau’s fantasy took the guise 
of the celebrated Daily Racing Form, the name being changed for the 
occasion to “Trudeau’s in Form.” The banner said, “New Beauty Off 
to a Good Summer Start,” with a succeeding headline reading, “Tru- 
deau Star Favorite for 1957 Classics.” The new filly, “Kathleen,” was 
described as follows: “By Clarke-Betty, by Mr. Lee. Owner, Mr. and 
Mrs. C. J. Trudeau; trainer, Dr. W. A. Schaffer.” According to this 
dope sheet, Kathleen won her only race, a mile event, with great ease, 
leading from start to finish. The race was run at 6:10 a. m. on a fast 
track, and Kathleen was a prohibitive favorite at 1-100. Her weight 
was 634 pounds. This phrase completed the data: “Claiming price, 
none.” ... 

Ed Clark, of Marschalk & Pratt, is back from his two-weeker 
spent on Cape Cod and in Pennsylvania. He reports that his name was 
drawn at a theater bank night, but despite the fact that the preceding 
winner drew $81 Ed’s prize was a measly two bucks... . 

Never mind trying to reach Bernard Douglas at Lord & Thomas 
just now. He’s vacationing in parts unknown... . Elon Borton, a.™. 
of LaSalle Extension University and president of the Chicago Fed- 
erated Advertising Club, performed the most difficult feat of the 
month by introducing 40 celebrities, complete with pedigrees, at the 
speakers’ table for the club’s LaGuardia luncheon without a hitch. . - 

Charles L. Jacobson, v.p. and gen’l s.m., Chrysler Corp., is back 
from a 12-day grand tour during which he chaperoned his 100 bes' 
salesmen on a coast-to-coast trip which included visits to both fair 
and the Grand Canyon... . 

Bertram J. Perkins, European director of Fairchild Publications 
with headquarters in Paris, was awarded the cross of the Chevalier of 
the Legion of Honor. Last year, he was president of the Anglo-Amet 
ican Association of Paris. .. . 

That miniature stork derby at KWK, St. Louis, has been Ww 
by Bob Convey, owner of the station. His wife has just presen 
him with a six-pound boy. The contest was one of those match 
race affairs, with Bob Sampson, national advertising manager, 45 the 


sole other entry. . 
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Poultry Industry | 
Unites for Pull: 
with Advertising 


Executive Commitee 
Authorized to Perfect 
Campaign 


Cleveland, Aug. 8.—A_ coordi- 
nated, big-scale advertising cam- 
paign for the country’s poultry 
products will succeed sporadic sec- 
tional efforts, if plans laid Saturday 
at a huge mass meeting closing the 
Seventh World’s Poultry Congress 
mature. After an open forum dis- 
cussion under the direction of D. D. 
Slade, of Lexington, Ky., the meet- 
ing voted to empower the executive 
committee to draw up promotion 
plans for presentation not later 
than Jan. 1. 

This committee is made up of 
Morley A. Jull, College Park, Md.; 
James E. Rice, Mexico, N. Y.; Reese 
V. Hicks, Kansas City; Lloyd S. 
Tenny, and E. B. Heaton, Chicago; 
Walter Lloyd and Glenn H. Camp- 
bell, Cleveland, and Mr. Slade. An 
advisory committee, to comprise one 
member from each state, will aid 


MEET IN CLEVELAND 


These members of the National Adver- 
tising Agency Network held an informal 
meeting in offices of Carr Liggett, Ad- 
vertising, during the World Poultry Con- 


ference in Cleveland recently. Left to 
right are N. A. Winter, Des Moines; 
Ralph Dalton, Troy, O.; Mrs. Alfred F. 
Wilcox, Catasauqua, Pa.; E. C. Shee- 
ler and Carr Liggett, Cleveland. 


Standard Brands 
Weighs Substitute 
for Rudy Vallee 


New York, Aug. 10.—Although 
still undecided on a substitute for 
Rudy Vallee, Standard Brands, Inc., 
has arranged to expand one of its 
regional programs to network pro- 
portions in the fall. “I Love a 
Mystery,” a quarter-hour, five- 
times-a-week show now heard on 
a Pacific network of the National 


Broadcasting Company, will be | 
aired over a nation-wide NBC Red |} 


hook-up beginning some time in 
October. Time and number of sta- 
tions have not been determined. 


J. Walter Thompson Company is 
the agency. 


Mystery Show Back 


“The Shadow,” a dramatic pro- 
gram sponsored by Delaware, 
Lackawanna & Western Coal Com- 
pany, will return to the air after 
a summer layoff on Sept. 24. The 
program will be heard over 14 sta- 
tions of the Mutual Broadcasting 
System and the Colonial Network, 
through Ruthrauff & Ryan. The 
half-hour show will be presented 
on Sunday at 4:30 p. m. over Colon- 
ial, and an hour later over MBS. 


Penn Tobacco Expands 


Penn Tobacco Company, a gradu- 
ate from the spot radio ranks, will 


with regional service. Poultry pro- 
ducers will form the backbone of | 
this committee, to tke chosen by as- 
sociations in the field. 


| 
| 


Educational Work Started 


The groundwork for such a cam- 
paign has already been laid through 
education by the Department of 
Agriculture to the necessity of effi- 
cient handling, grading and stand- 
ardization of poultry products, it 
was asserted. The trend is defin- 
itely toward federal or state in- 
spection and packaging of graded 
eggs in attractive cartons, sealed 
and labeled. 

The success of quick frozen poul- 
try has opened up a vista of the 
possibilities for other products, the 
convention was told. The host of 
addicts of fried chicken has been 
greatly enlarged by the meticulous 
care used by the quick frozen ex- 
perts, and chicken has become a 
daily item on many family menus, 
instead of an occasional experiment. 


Canned Eggs Bow 


Selling eggs in cans in a liquid 
bulk state is another innovation 
which seems destined for success, 
speakers said. The advantage of 
buying yolks, whites or whole eggs 
in this package for baking purposes 
has been proved by growth of the 
method and the market could be 
rapidly expanded with intelligent 
advertising. The endless variety of 
dishes in which eggs play important 
roles was also emphasized as a logi- 
cal part of the advertising story. 

Details of the campaign, includ- 
ing its financing, must await delib- 
trations of the executive commit- 
ee. The 50,000 members of the 
ndustry who attended the session, 
however, manifested such enthusi- 
asm that it is believed that the 


*oMpaign will materialize early in 
the year. 
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‘cially, commercially, politically, is 
the Bellevue. Here vital things hap- 
Pen, outstanding events ore held— 
Qnd important people stay. Reason- 
able rates. 


Be sure to include Historic 
Philadelphia in Your Itinerary 


Air-Conditioned Restaurants 


BELLEVUE" 
STRATFORD 


IN PHILADELPHIA 
Claude H. Bennett, General Manager 


begin a network program over 50 
stations of the Columbia Broad- 
casting System on Oct. 5. Ruth- 
rauff & Ryan, the agency in charge, 
has not yet settled upon talent for 
the half-hour show to be aired on 
Thursday at 7:30 p. m. 


Quaker Oats Resumes 


Quaker Oats Company will re- 
turn its “Dick Tracy” strip show 
to a Saturday night time, from 7 
to 7:30, on Sept. 9. The program 
has been a summer replacement for 
the Al Pierce program, heard over 
an NBC Red network Monday night 
at 8. Another Quaker Oats show, 
featuring Tommy Riggs and Betty 
Lou, will move into the time which 
will be vacated by “Dick Tracy.” 
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A New Yardstick of Coverage 


What are miles without listeners? And 
what are listeners without money to spend 
for your products? WOW covers 82 of 
Nebraska's 93 counties—with 93°% of the 
state's buying power; covers 50 counties 
with 82° of South Dakota's buying power; 
covers 40 counties with 30% of lowa's 
buying power. Size of each county indi- 
cates buying power strength compared to 
all other counties in WOW area. 
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Vast New Market 


Afforded Rubber 
Industry on Farm 


Tractor Tire Sales Shoot 
Upward Since Debut in 
Recent Years 


Akron, Aug. 9.—Development of 
the giant pneumatic tire for farm 
tractors has not only opened up the 
biggest new market the tire indus- 
try has had for many years, but 
has also brought entirely new tech- 
niques to tire advertising, with in- 
tensified advertising rivalry between 
the major tire companies which 
cater to this extensive field. 

Each tire manufacturer has his 
own promotional technique for the 
farmer. Each carefully conceals ad- 
vertising plans for the future, but 
all admit they are allocating in- 
creasingly large shares of their to- 
tal advertising budgets to farm 
paper, radio, magazine, direct mail 
and display aimed at farmers. 

From zero in 1934 the farm trac- 


tor 


and implement tire market 
surged to a volume of $20,000,000 
last year—and the surface has 
barely been scratched. It is esti- 
mated that there are 52,000,000 
farm tractor and implement steel 
wheels on American farms today 
eligible for changeover to rubber, 
to say nothing of the steadily grow- 
ing use of rubber tires on new farm 
machinery. 


New Opportunities Develop 


According to Charles Farran, of 
Griswold-Eshleman Company of 
Cleveland, B. F. Goodrich Company 
account executive on farm tire ad- 
vertising, the tractor tire has 
opened up new vistas for tractor 
and implement manufacturers, en- 
abling them to build lighter weight 
and lower cost vehicles and to pen- 
etrate the small farm market where 
heretofore the cost of motorized 
farm equipment has been prohibi- 
tive. 

Goodrich sees in the farmer not 
merely a prospect for farm tractor 
and implement tires, but a prospect 
for the entire range of Goodrich 
products—passenger car tires, bat- 
teries and accessories. Hence Good- 
rich not only aims tractor tire ad- 
vertising direct at the farmer, but 
uses the indirect approach to the 


farmer on all products idl ahead. 


who wants to be a camel? Certainly not the 


people within the ‘‘Golden Horseshoe,” that 


amazingly live midwest market 


in Detroit and WGAR in Cleveland. Here, 


soft drink ‘‘topers’’ 


bucks a year for thirst-quenching, carbonated 


beverages—practically as much as the entire 


THE GREAT 


lay out twenty million 


WHERE SOFT-DRINK 


wertly Villon Bucks A YEAR 


A camel goes eight days without a drink. But 


—- 


served by WJR 


the Union. . 


that are 


STATIONS 


THE ‘GOODWILL STATION 
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spending market. . 
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THE 


farm tractor tires in general adver- 
tising. 

Goodrich has been using early 
morning spot radio announcements 
and news broadcasts to reach the 
farmers either at breakfast or dur- 
ing their early morning chores. Ac- 
cording to Mr. Farran, many farm- 
ers have installed radios in their 
barns and tune in to the news while 
milking their cows, while radios in 
tractors to entertain farmers during 
the day are becoming more and 
more commonplace. Most of the 
Goodrich programs come on the air 
at 6:30 a. m. 


High Cost Justified 


In contrast to the Goodrich early 
morning programs, Goodyear has 
used mid-day network time for its 
farm broadcasts, while Firestone 
has used daytime transcribed pro- 
grams featuring Everett Mitchell 
interviewing champion farmers. 

Another vehicle which has car- 
ried the Goodrich message to the 
farm is the “Goodrich Almanac.” 
More than 1,000,000 of these have 
been sold to dealers for distribution 
to their customers. 

The main Goodrich theme in 
farm tire advertising has been 
“economy” backed up by statistical 
data to show that Goodrich tractor 
tires save more than they cost. Con- 


*“*TOPERS’’ SPEND 


state of New York. That's what you call a 


. eight million folks who 


own more automobiles than any single state in 
. who buy groceries to the tune of 
nearly three quarters of a billion a year... 
invest a hundred million annually in drug 


products. One market and two great stations 


in your sales planning! 


GREAT LAKES 


BASIC STATIONS .. coLuMelA Sumcctahin eeu x coward es codes’ INC., NATIONAL SALES REPRESENTATIVES 


ECONOMY STORY 


? Ways t Make More Money Farming 


A. | S sath we 
~ 


B. F. Goodrich Company plays heavily 

upon the economy theme in directing its 

tire advertising to farmers. Tractor tires 

are stressed but copy is intended for 
full line promotion. 


vincing evidence is necessary for a 
set of tractor tires costs the farnier 
at least $250.00. Goodrich justifies | 
this high cost by showing that a set | 
of tractor tires will cut the farmer’s | 
fuel cost one-third, his time one- 
fourth and in addition make his 
tractor last longer and cover more 
ground per day plus the increased 
riding comfort. 


Market Expanded Rapidly 


The comparatively recent advent 
of tractors equipped with tires 
makes the replacement market a 
field for future cultivation. The big 
job now is to use the farmer as a 
wedge to the passenger car tire and 
accessory business, to influence him 
to buy only pneumatic - tire 
equipped tractors and implements 
in the future, and to shoe his steel 
wheels with rubber. 

Mr. Farran paints this picture of 
the farm tire market: 

“Demand by farmers for rubber 
tires since their introduction a few 
years ago for tractors and imple- 
ments has been amazing. At that 
time the opinion was that a great 


market lay ahead which would be 
slowly developed over a period of 
years. 
mushroomed almost overnight into 
one of the major opportunities in 
the rubber industry. In 1935, a lit- 
tle over 19,000 tractors left the fac- 
tories on rubber tires; in 1936, this 
number was tripled; in 1937, it 
jumped to 108,000; in 1938, it was 
111,000; in 1939 will probably show 
a still greater increase. 


Steel Wheels Still in Use 
“Despite the many 


|farmers have purchased, there are 
| still over a million tractors operat- 
| ing on steel wheels. The change- 
|over market offers gigantic possi- 
bilities to the rubber industry. In 
addition to the steel-wheeled trac- 
|} tors, there are nearly 50,000,000 
other steel wheels on farms which 
|offer changeover possibilities or 
which may be replaced by new 
| equipment mounted on rubber tires. 


These include wagons, combines, 
spreaders, threshers, plows, potato 
diggers, drills, binders, mowers, and 
| other hay machinery— in fact, prac- 
tically every rolling farm imple- 


ment. 


estimated that between 90 per cent 
and 95 per cent of the new com- 
bines manufactured this year are 
rubber tire equipped. 


“Of course the market for rubber | 


}on the farm is not limited to trac- 
tors and implements. In a survey 


Instead of that, the market | 


conducted among 3,000 _ typica] 
farmers in 40 states by the United 
States Census Bureau, seven out of 
every ten farmers interviewed had 
passenger cars, and one out of 
every four had motor trucks. 


Vast Purchasing Power 


“Today the farmer is in a posi- 
tion to buy. He has money to 
spend. The index of all rural retaij] 
sales for the year to date shows 
that farm buying is at a rate not 
far from the highest on record. The 
average for the first four months of 
1939 was only 3 per cent under the 
average for the similar 1929 period. 
While farm income is running about 
the same as in 1938, and slightly 
behind 1937, the prices the farmer 
has to pay for the things he buys 
are lower, so that he has more 
money to spend. The farmer is in- 
terested not only in the actual dol- 
lars he receives, but also in the ex- 
change value of his income. His 
income in terms of buying power is 
high today. 

“Farmers have reduced their 
mortgage debt 26 per cent during 
the past ten years and their interest 
charges on this debt have been re- 
duced 35 per cent. Taxes on farm 
real estate are lower than before 
the depression. Production expenses 
on farms have been reduced. These 
facts, taken together with the rela- 
tively high current income, indicate 
that the farmer today is in an ex- 
cellent position to buy, and coupled 
with the widespread desire for rub- 
ber-tired equipment, indicate a 
wonderful opportunity for the rub- 
ber industry.” 


millions of | 
dollars’ worth of rubber tires which | 


So great is the demand for | 
these various implements that it is | 


SOMEWHERE 
there is a 
MAN 


Who possesses the following quali- 
fications: 

|. He is between 30 and 35 years of 
age and preferably married. 

2. He has had at least five years 
experience in doing all of the fol- 
lowing:—originating ideas, writing 
copy and making layouts for all 
kinds of direct by mail advertising, 
blotters, folders, broadsides, dis- 
plays, posters and newspaper ad- 
vertisements, writing short humor- 
ous items, collection letters, per- 
sonnel letters and bulletins. 

3. He must prove to us that he pos- 
sesses the experience of having cre- 
ated direct by mail advertising 
THAT HAS SUCCESSFULLY SOLD 
such services as insurance, financ- 
ing, education, loans, public utili- 
ties, investments, as well as miscel- 
laneous products, AND THAT HE 
CAN CONTINUE TO CREATE 
SUCH. 

4. He must realize that he will be 
expected to continuously originate 
and present salable ideas (for all 
the items mentioned in Paragraphs 
2 and 3). 

5. He must be the type of man who 
will not wince when his pet ideas 
are discarded. 

6. He must be an expert sales cor- 
respondent. 

7. He must be mentally and physi- 
cally able to produce under pres- 
sure—not just to meet deadlines 
customers’ demands and his em- 
ployer's wishes,—but to beat them. 

8. He must be LOYAL. 

9. He must not be a “floater —this 
position is a permanent one for the 
man who will qualify. 

WE WANT TO EMPLOY THIS 
MAN and his application will 
receive preferred attention if in 
addition to the above he has 
had mature experience in selling 
by mail, syndicated house or- 
gans and direct by mail adver- 
tising; if he is familiar with 
industries or businesses for which 
syndicated advertising can be 
prepared and to which it can 
be sold; if he has had advertis- 
ing agency experience. 

For the successful applicant this 
is an opportunity to become 
"Second in Command” to the 
"Boss" in a company located in 
a large city in central Indiane 
which is engaged in specialized 
advertising and specialized print- 
ing. The salary will be commen- 
surate with the position. If you 
believe that YOU are THE man 
that we want, address your 4P- 
plication to Box Number 1843, 
Advertising Age, Chicago. Per 
sonal interviews will be @f- 
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Holds Farm Market 
Still a ‘Frontier’ 
for Real Selling 


Look Beyond Current 
Statistics, Expert Ad- 
vises Advertisers 


By RAY YARNELL 
Editor, Capper’s Farmer 


Topeka, Kan., Aug. 9.—Some- 
times I wonder whether an evalua- 
tion of the farm market for the 
next six months, the next year, the 
next two years, by looking at it 
through statistical lenses alone, is 
the best method of determining 
sales possibilities in it. I question 
whether a judgment of sales poten- 
tialities of that market, based on 
bushels of grain, produced or in 
prospect, current cash income, the 
number of cows, hogs, sheep and 
chickens in residence, or even on 
current prices, bolstered by benefit 
payments, is the most accurate 
from the point of view of any indi- 
vidual manufacturer. 

That has been the conventional 
method of sizing up the rural situa- 


tion when planning a selling cam- 
paign. It is the method used in) 
checking sales possibilities in urban | 
or industrial centers. Probably it | 
is the easiest way to arrive at a’ 
conclusion, even if the conclusion | 
reached does not adequately reveal | 
the sales opportunity for a specified 
product. 
New Evaluation Needed 
At any rate I have found it in-| 
teresting to speculate somewhat, as 
an editor and not as an advertising 
expert, upon the possibility of eval- | 
uating the sales potential of the 
rural market in another way. 
It has occurred to me that a man- 
ufacturer, an advertiser or an ad- 
vertising agency might more accu- | 
rately determine the absorptive | 
power of the farm market by ob- | 
taining a better understanding of it, | 
by appreciating that perhaps not | 
the best kind of a job has been done | 
in selling in it. 
I have wondered how much the | 
sale of a given product could be | 
increased in the farm market, irre- | 
spective of the size of current farm | 
income or purchasing power, if spe- 
cific sales effort were put behind it; | 
if advertising pressure were exerted 
through proper media, to the same | 
extent, and as consistently, as has 
been done in the large city or in-| 
dustrial market, in behalf of the | 
same or a similar product. 


Cites Constant Opportunity 


The advertiser who views the 
farm market through statistical 
lenses gauges its purchasing power 
as a total, either bigger or smaller 
than it was at some other time. On 
that basis he decides whether it is 
favorable or not so good. He is 
ukely to ignore the fact that even 
‘unfavorable years the farm mar- 

like any other, possesses a 
imum, but really large, purchas- 
power. And he is likely to 
hore, also, the fact that within 
tabilized minimum purchasing 

lies constant opportunity, 
“tough aggressive advertising effort 
” his part, to increase the sales 
particular product. That is 
even when the situation as a 
‘' might merit the “unfavor- 


ket 


power 


f his 
Tue 


‘Sle’ designation. It is doubly true 
“Sen the statistical picture is “tops.” 
The minimum purchasing power 
‘the farm market probably never 
"Jl be less than four billion dol- 
re lt is more likely to maintain 
vO 


m above five million. In 1939 


it is estimated that farm cash in- 
come, including benefit payments, 
will go beyond 8 billion dollars. 

Thirty-two million persons live 
on farms. They have buying habits, 
some of which just grew, some of 
which have been created by adver- 
tising guidance. 

Advertising has been employed 
on a gigantic scale, and very effec- 
tively, to change the buying habits 
of urban people and to create new 
habits. It has been used to mold 
their desires, to build up in their 
minds a demand for a specific prod- 
uct as against all others. The urban 
market has been well exploited in 
that way. 

For the utilization of that sort of 
advertising influence to change buy- 
ing habits, to create new buying 


Maybe you have 


HEART TROUBLE 


THEH EARTor 


THE CHICAGO — 


MARKET 


Heart of the Market families 
spent $1,477,325,199 last year 


habits, the farm market still is a 
new frontier for salesmanship. 
Farmers can be as effectively influ- 
enced in their buying habits as in- 
dustrial workers, more quickly in 
fact, because they have not been 
subjected so long or so vigorously 
to advertising pressure. 

Further aid in evaluation of the 
farm market could be obtained from 
consideration of these additional 
facts: 

1—The farmer’s cash income is 
almost entirely over and above his 
cost of living. This is not true of 
city people. 

2—Strikes rarely if ever occur on 
farms, halting the income of thou- 
sands of workers. Unemployment 
seldom exists. 

3—Every farmer, owner or ten- 


ant, represents a sizable capital in- 
vestment in land and equipment to 
operate it. Capital as well as the 
labor of the farmer contributes 
toward total farm income. That in- 
come is more widely and more 
evenly distributed than similar in- 
come among workers in industrial 
centers. Wide distribution of farm 
income tends to drive a larger por- 
tion of the total into spending. 


Production Cost Less 


4—Great progress has been made 
in the mechanization of agriculture, 
which has lowered cost of produc- 
tion and increased the efficiency of 
the farmer, thereby creating a 
larger farm purchasing power. 

5—A steadily increasing number 
of better trained youth are taking 


over the job of running the farms 
of America. They are technicians 
—well trained, competent, ambitious 
fellows determined to have the bet- 
ter things of life. 

6—Total farm debt, both long and 
short term, has been reduced about 
2%4 billion dollars since 1931. Lower 
interest rates are saving farmers 
about 500 million dollars annually. 
Taxes on farm real estate in 1938 
were 200 million dollars less than 
in 1929. 

7—Agricultural research, through 
development of superior varieties 
of crops, improvement in breeding 
of livestock, discoveries in the proc- 
essing of feeds, perfection of meth- 
ods of control of crop and livestock 
diseases and insect pests, constantly 
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If your Chicago sales figures have been suffering from palpitations, the chances 
are 10 to 1 that you DO have “Heart trouble.” You can’t have high sales figures 
if you have low sales pressure in the Heart of the Chicago Market. There is no 
mystery about how to cure this type of Heart trouble. Every Boone man is a Heart 
specialist. Any Boone man can open his kit and dissect your Chicago sales 
problems. He can tell you who earns the most and who spends the most. He can 
show you simply and effectively that 68 to 75 per cent of your sales must come 
from families in the Heart of the Market. And—most important (from our point 
of view)—he will convince you that the vital, alive circulation of the Evening 


American is the Heart stimulant you need for increased sales. 


66%, of the 


corporate city circulation of this newspaper is concentrated among the Heart 
of the Market families, where sales and profits are greatest. We could tell you 
more ... but—Ask the Boone Man. 


CHICAGO «i»; AMERICAN 


NATIONAL ADVERTISING REPRESENTATIVES: RODNEY E, BOONE ORGANIZATION 
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August 14, 1939 


Farm Press 


Good Crop Outlook 
Spurs Belief in 


Greater 1939 Income 


Possibility of Upturn in 
Industry Also Held a 
Vital Factor 


Chicago, Aug. 10.—With its fin- 
gers on the pulse of American farm 
life, the nation’s farm press this 
week reviewed the months just past, 
peered into the season ahead and 
pronounced the tidings good. Vir- 
tually all sections of the land re- 
flected optimism, thanks primarily 
to satisfactory crops—in many in- 
stances far better than a year ago; 
and government payments that will 
step up gross income over that of 
1938. 

Pointing to indications that the 
1939 gross farm income, including 
government payments, will prob- 
ably exceed the total for last year, 
Earl J. Cooper, observer for Coun- 
try Gentleman, expressed the opin- 
ion that farm optimism may be 
heightened by improvement in the 
industrial situation. If this im- 
proves, he remarked, increased de- 
mand for farm products is inevit- 
able. 

After citing a generally favorable 
outlook for hogs, beef cattle, lambs, 
cotton, dairying and poultry, Mr. 
Cooper said: 

“Many interpretations are found 
daily in various newspapers. Some 
would lead us to believe that the 
farmer is worse off than ever be- 
fore. It is hard to understand such 
a contention when we consider that 


Charts 


in 1932 his total gross farm income, 
including the many things which he 
raised and used at home, amounted 
to only $5,562,000,000 as compared 
to over $10,000,000,000 in 1937, more 
than $9,000,000,000 in 1938, and with 
prospects of around $9,500,000,000 
for the current year, 1939. In the 
light of these figures who can say 
that the farmer is not much better 
off than he was a few years ago? 
The farmer himself is positive he is 
in better shape, and after all, he 
ought to know.” 

The inter-relationship between 
improved consumer purchasing 
power resulting from an industrial 
upturn and the farmer’s welfare 
was also stressed by J. J. Lacey, 
editor, Nation’s Agriculture, who 
said that farmers will be the first 
to benefit from an improvement in 
industrial activity. He also referred 
to the agricultural adjustment pro- 
gram which survived the recent ses- 
sion of Congress without major 
change. 


Parity 


“Without doubt, the brightest spot 
in the farm income picture this year 
is the adjustment program, which is 
just settling into stride with its sec- 
ond year of operation under the 
Agricultural Adjustment Act of 
1938,” he observed. “The distribu- 
tion of $212,000,000 in parity pay- 
ments in the year ending June 30, 
together with regular payments for 
participation in the conservation 
program, served to boost farm in- 
come from April onward above the 
level of corresponding months in 
1938, despite a slight drop in income 
from marketings. 

“Similarly, the $225,000,000 made 
available by Congress for parity 
payments in the current fiscal year 
will be a major factor in bolstering 
income this winter and next spring. 
Although little of this money or the 
$500,000,000 in conservation pay- 


Payments Help 


LISSEN TO WHAT 
THE BRITANNICA 
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ptimistic Rural Market Picture 


INC INDEX OF FARM PUR- 


CHASING POWER 

1938 1939 

January . 95.2 96.6 

February . 89.5 96.3 

| March 89.5 994.5 

April . 86.9 92.6 

May . 79.9 84.7 

June . 91.2 96.4 

| July 96.0 96.6 

| August . 89.8 95.4 
| September 95.2 
October . 106.8 
November . 93.8 
December . .. 97.0 

In this index, prepared by 

Farm Journal and Farmer’s 

Wife, the years 1924-1929 rep- 


resent the base period equiv- 
alent to 100 or “normal.” Any 
base could be used, as the sig- 
nificant comparison is not so 
much with the base as be- | 
tween this month and the pre- 
ceding months. The 1924- 
1929 base is merely the 
convenient nearby period of 
unusual stability of prices. 

| The index figure itself rep- 
resents the purchasing power 
_ of farm income for the month, 
| as related to its average pur- 
| chasing power for the same 
| month during the base period 
| 1924-1929. The index of pur- 
| chasing power is obtained by 
| dividing the index of all farm 
| income for the month by the 
| index of prices of things farm- 

ers buy. 

| All these figures have been 
| corrected for seasonal varia- | 


tions. 
oil 


mi 


ments will be distributed until after 
Jan. 1, the fact that it is available 
will enable farmers to proceed with 
confidence in their purchases of 
consumers’ goods during the re- 
mainder of 1939.” 

That farmers, “in relation to their 
usual buying power will probably 
have more money to spend during 
the coming year than any other 
class of citizens,’ was the opinion 
expressed by Charles E. Snyder, 
editorial director of the Corn Belt 
Farm Dailies. After emphasizing 
government contributions, he de- 
clared: 

“The feeling in the live stock in- 
dustry is revealed in the continued 
strong demand for all classes of 
purebred breeding stock. The reg- 
istry associations, keeping an accu- 
rate record of transactions, report 
substantial gains in business over a 
year ago. Prices are higher. Ap- 
parently, those who invest their 
money in live stock for breeding 
purposes have plenty of confidence 
in the future. Their judgment is to 
be respected, as in the main they 
are men long in the business. 

Corn Crop Excellent 

“A great corn crop is in the mak- 
ing. The crop is at least two weeks 
ahead of the usual schedule. Farm- 
ers are a unit in declaring that 
never before did they see corn make 
such wonderful growth. Nothing 


riod of weather so hot that the 


|\of the year exceeded the record for 
the first six months of 1938 by 
nearly 2 per cent. Prospects are 
good for a continued high level of 
production in milk, which is our 
greatest source of income in Wis- 
consin. 

“Milk prices, and in fact prices 
for all dairy products except in 
cheese, are somewhat below last 
year, but in brief we would say that 
1939 is going to average up very 
well with the previous five years.” 


INDIANA YIELDS 
TOP OTHER YEARS 


Huntington, Ind., Aug. 9.—Point- 
ing to this area as the “state with- 
out a crop failure,” Tom L. Wheeler, 
editor, Indiana Farmer’s Guide, 
termed conditions here “excellent.” 
He said: 

“Corn gives promise of from 20 to 
30 per cent larger yield than last 
year, and 18 per cent more than 
the average for 1928-1937. There is 
a 45 per cent increase in the acre- 
age of soy beans in the state and 
the condition of the crop indicates 
the largest yield on record. Wheat 
turned out a total of 25,624,000 
bushels. The apple crop will be 5 
to 10 per cent above last year. Hay 
is above the average and pastures 
are good for this time of year. All 
live stock is in good condition. 

“Fall marketings of hogs will be 
up 21 per cent from last year and 
fall farrowings will probably show 
an increase of around 18 per cent 
over 1938. There is a slight increase 
in the number of cattle. 

“As near as can be estimated at 
this time, Indiana farmers will have 
a cash income of approximately 
$300,000,000 this year.” 


CONDITIONS IN 
MICHIGAN LOOK UP 


Detroit, Aug. 9—Favorable trends 
in this state were cited today by A. 
K. Ungren, advertising manager 
Michigan Farmer, with the fruit 
outlook about 100 per cent better 
than 1938, when a late spring frost 
resulted in a short crop. 

“Due to recent legislation and 
the founding of a new milk commis- 
sion, the price of milk will be 
higher and the dairy farmer is go- 
ing to be assured of sales above 
cost of production,” he added. 

“The outlook on live stock and 
live stock products is good, the 
Michigan Live Stock Exchange in- 
forming us that feeder cattle are at 
a premium and that the fall should 
bring, not only good prices for live 
stock and live stock products, but 
that the return to the farmer should 


be more profitable because feed jg 
costing him less. 

“A great percentage of Michigan 
farm products are marketed locally 
and Dun & Bradstreet reports show 
that Michigan has led all states the 
past three months in the increase ip 
retail trade over a year ago. More 
retail trade means, of course, more 
people buying; wages in our fac. 
tories are among the highest in the 
country and with more people 
working there will be more demand 
for local farm products and conse. 


quently higher returns to the 
farmer.” 

KANSAS PURCHASING 
POWER INCREASES 

Topeka, Kan., Aug. 9.—Rural 


Kansas needs everything from shoe 
laces to huge grain storage bins and 
due to a better farming season in 
1939 these needs are not only be- 
ing voiced but are being filled, ac- 
cording to Raymond H. Kilkeson, 
managing editor, Kansas Farmer. 

“The go-ahead signal is seen in 
every section of the state with 
farms in greater demand, more 
farmers turning to livestock and 
better cropping systems and cash 
income from sale of farm products 
seven million dollars ahead of the 
first six months of last year,” he 
said. “Meanwhile, August rains 
not only are finishing out growing 
crops—alfalfa, sorghums, prairie 
hay, corn, fruit—in good condition, 
but are preparing the way for 
greatly increased fall seedings of 
wheat and alfalfa. 

“Winter wheat turned out 110,- 
806,000 bushels of higher quality 
grain than last year’s 152,114,000 
bushels. This better quality plus a 
moderately improving market, a 
higher government wheat loan with 
a larger per cent of the grain go- 
ing under government seal, and a 
call from the Department of Agri- 


,| culture for a seven-million-acre in- 


crease in wheat seedings this fall 
for 1940 harvest, all point to a 
wheat crop entirely as profitable as 
last year’s. Out of this increase, 
Kansas gets 1,721,652 acres. With 
plenty of moisture at seeding time, 
wheat will provide abundant profit- 
able fall and winter pasture for 
more and larger herds of livestock. 

“Demand for farms by actual 
farmers right now is 47 per cent 
ahead of the first half of 1938, ac- 
cording to Wichita Federal Land 
Bank figures. Land values in Kan- 
sas have maintained a value of 77 
per cent of the pre-war average, 
standing next to the top in the 

(Continued on Page 30) 


Bahk: 


SAYS, DOTTER! 


According to the Encyclopedia Britannica, ‘‘the Red River Valley . . . 
is covered by rich, silty lake deposits, colored black by decayed vege- 
= ation, which make it one of the most fertile tracts of the continent 

™ + « « one of the the most famous grain-producing regions of the United 
Pa States."’ 


can stop the crop now except a pe- | 


plants are burned out, and that | 
never has happened in the heart of | 
the Corn Belt. The only exce ption | 
to the prevailing condition is found 
in minor producing areas—at the 
western fringe of the Corn Belt, 
and at some points in the eastern 
states where there has not been 
nough rain. The eastern parts of 
such states as Kansas and Nebra-| 
ska are still all right. The size of 


sold by New York 
| City grocers is bought 


by the 17% of 
THAT'S why WDAY's million Red River Valley listeners constitute 


one of the most productive markets in the U. S. . . . And remember 
that WDAY is the only chain station within 190 miles of Fargo! .. . 


the families that comprise 


the ier the above-average- 

Stay we you ALL the facts? ne crop remains to be seen. The 

send last government report put the income group.* 
yield at 2,570,000,000 bushels.” 


Other authoritative opinions, gath- These easy-te-sell femilies 


ered by ADVERTISING AGE from im-| form New York’s most profitable 
portant agricultural centers, are | 
printed below. | 


volume market. 


WDAY, INC. 


DAIRYING AHEAD Concentrate your advertising 
2 N. B.C. OF 1938 RECORD | mnt the te 
4 Affiliated with the Fargo Forum Racine, Wis. Aug. 9.—Relative 
= conditions here are good to excel- | concontvating 0 te 
? a oa FARGO editor, Wisconsin  Agriculturalisi| THE NEW YORK TIM®S 
> editor, isconsin griculturalist 2 
"iy PETERS, INC. . 940 KILOCTCLES | ond Farmer. He continued: 
‘ NATIONAL N D $000 WATTS DAY) «Most farm crops are showing | 
eee REPRESENTATIVES * e 1000 WATTS NIGHT | fair yields, though pastures are Ask our 
a 


Morket Research Department for the facts. 


somewhat dry this month. The milk | 
production yield for the first half | 
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THE MARKET DaTa Book 
AT WORK i tuunver 6.0) 0 series 


We have asked a cross-section of recipients of the 1939 edition of the Market Data 
Book Issue of Industrial Marketing for specific examples of their use of the book. 
Presented here is the sixth batch of excerpts from their replies (original letters 
are in our files). In every case, these comments show the Market Data Book 
actually at work. General comments and aimless back-patting are omitted. 


Case No. 44. 
Pennsylvania agency: 


“As I use The Market Data Book 
issue of Industrial Marketing regu- 
larly and in particular in the fall of the 
year when making up proposed adver- 
tising budgets for my clients, I am 
only too glad to pass along my experi- 
ences. ‘Today advertisers want facts to 
back up any proposed increase in ad- 
vertising expenditures, any venture 
into a new field, etc. The best facts he 
can get are, ‘What constitutes the field 
I am trying to sell?’, ‘How much of my 
goods can I sell in that field? and “How 
can I tell my story most effectively’ 
Last fall in preparing an increase in 
budget for one of our clients, the facts 
and figures used to substantiate addi- 
tional advertising expenditure were ob- 
tained from The Market Data Book. 
The sales manager of another of ou: 
clients recently told me that he finds 
The Market Data Book of great value 
in obtaining information about sales 
prospects in the many fields that he 
serves.” 


Case No. 45. Pennsyl- 
vania manufacturer: 


“We found The Market Data Book 
very helpful when we recently deter- 
mined to add a Canadian publication to 
our list. It had been years since we 
had done anything in the Canadian 
field and the information you had com- 
piled quickly brought us up-to-date 


and the schedule is now in effect. Prob- 
ably the biggest value of the Data 
Book comes to us from the statistical 
information and direction of general 
trends in the various fields. We sell to 
all industry that uses steam power. 
Your publication gives us a handy way 
to check roughly the potential of differ- 
ent fields.” 


Case No. 46. 
Connecticut 
manufacturer: 


“The Market Data Book has been 
so used by me that I feel I should be 
able to comment constructively. How- 
ever, I have taken it so much as a mat- 
ter of course that I consulted it with- 
out considering any faults or possible 
improvements, very much as I would 
consult a dictionary. I greatly prefer 
the stiff binding formerly used because, 
after a few months, the present book 
begins to show signs of wear.” 


Case No. 47. 
California agency: 

“As one specific instance of using it 

we could name dozens if we had the 
space: Since we got the book we have 
never been in a single media conference 
without it, but we have been in many 
without any other service simply be- 
cause your book combines the impor- 
tant publication material with a cross 
section view of the market—which is 


vitally important in selecting media. 
Another thing we like is the listing of 
organizations from whom survey mate- 
rial can be had. We have found many 
of these organizations very helpful.” 


Case No. 48. 
Michigan 
manujacturer: 


“IT have used The Market Data Book 
for the last three or four years. I find 
that the use of this book requires a 
minimum of time, the information is 
complete and entirely satisfactory for 
all our purposes.” 


Case No. 49. 
Missouri agency: 


“The Market Data Book has always 
been a real help to us. Whenever we 
start planning a campaign—especially 
in the case of a new client—we turn to 
it first of all for basic information.” 


Case No. 50. 
Ohio manufacturer: 


“Although we depend upon our ad- 
vertising agency for data in connec- 
tion with publications, we have occa- 
sion ourselves to utilize The Market 
Data Book in order to make brief 
surveys of markets in which we deter- 
mine whether there may be possible 
sales for a new or special machine.” 


The Market Data Book, as these comments and others to follow show, 
fills a remarkable place in the marketing and space buying plans of all 
kinds of companies and all kinds of agencies throughout the country. It 
is the one place in which market and media information are presented 
side by side, giving the user acomplete picture. Plan now to be adequately 
represented in the next issue, to be placed in users’ hands October 25. 
Industrial Marketing, 100 E. Ohio St., Chicago, 330 W. 42nd St., New York. 
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Zenith Rural Drive 
Designed to Cure 
‘High-Line’ Complex 


Chicago, Aug. 10.—Zenith Radio 
Corporation has completed plans 
for a rural campaign substantially 
larger than its 1938 drive and de- 
signed principally to overcome the 
“high-line complex” afflicting many 
farmers because of increased activ- 
ity in rural electrification. 

Edgar G. He rrmann, advertising 


| 


manager, 
_plex was a malady affecting those sets, including the standard six-volt 


| tric lines. 


explained that this com- 


| farmers whose premises were still | 


beyond the bounds of regular elec- | 


Most of these farmers, 


/he said, are eagerly anticipating the 


“high line’s” advent and even if the 
facts show such arrival to be sev- 
eral years distant, they are reluct- 
ant to buy anything that will then 
have to be discarded. 

And until the high line is actually 
at hand, they won't purchase a reg- 
ular electrically operated radio. 
Zenith will answer this problem this 
fall with introduction of new elec- 
tric radios which will operate on 
one and one-half volt packaged! 
power or 110 volt current. 


—— 


models head a seslalie of other new 


and 110-volt models. 
Small Percentage Each Year 


Mr. Herrman indicated that many 
farmers at present have an exag- 
gerated picture of the rural electri- 
fication situation. Actual figures 
show that farms are being electri- 
fied at the rate of 2.5 per cent per 
year, he said. There are still over 
5,400,000 unelectrified farms of a 
total of 6,812,350. During 1938, only 


be larger this season than in 1938, 
although our farm paper schedule 
remains about the same. We are 
going to devote considerable atten- 
tion to direct mail campaigns, han- 
dled through our distributors and 
dealers. 

“We will use 180-line insertions 
in 30 national and sectional farm 
papers, with first copy appearing in 
the September issues. Our copy 
style remains about the same. It’s 
a mail order technique and can’t be 
classed as modern. In some cases 


168,495 farm homes were added to 
high-lines, he commented. 

“Sales prospects look good for 
fall,’ Mr. Herrmann remarked. 


copy doesn’t even picture the radio, 
|but it does bring results and that 
is what we seek.” 

| Prices are down and values are 


These | “Our total advertising penne ll will | | up on the 1 new "line, he added. He 


WHO IS THE LOSER 


Too often a smart advertiser who wouldn't bet a thin dime on filling an inside straight nor on 
drawing four to a lonely “kicker” will put important money on an even longer shot when he’s 
buying reproductions in metal of his $1000 artwork. There’s something in the sound of “off 
the scale” quotations that is music to many a buying ear. . . . But when an advertiser “goes” 
for a “40, 10 and 10 off scale” deal, and after a hectic period filled with make overs, re- 
etchings, tonings up and down for true color, proofings and re-proofings—he finally, in 
desperation, shoots a set of plates by air express to a threatening publisher, only to hear 
that the printer can’t print to match the ‘“‘progs’”—who is the loser? . . . If reputation, per- 
formance and financial responsibility; if experience, ability and skilled craftsmanship have 
value, an engraver having those qualifications is not a “good gamble’’—he's a “sure thing.” 

. There are three individuals interested in the purchase of engravings who will tell you that 
Rogers is that kind of a “buy.” One is the advertiser; another is his advertising agent, and 
the other is the man who has to print from Rogers plates. The telephone number is just below. 


Rocers ENGRAVING COMPANY 


2001 


CALUMET AVENUE « 


Adolph F. Buechele, President 


MASTER CRAFTSMEN 
PHONE: 


OF PHOTO-ENGRAVING 
CALUMET 4137 «+ CHI 


CAGO, ILLINOIS 


also commented that farmers are 
not interested at all in midget 
sets unless they are on the high 
line. Another new development 
which has so far failed to intrigue 
the farmer is television, according 
to Mr. Herrmann. 
Zenith’s power pack for the new 
sets is supplied in two sizes, one 
offering 250 hours of service for 
$2.50 and another, giving 1,009 
hours for $5.50. Battery packs are 
contained in the set and each new 
model is equipped with an initia) 
pack. 

E. H. Brown Advertising Agency 
is in charge of the Zenith account. 


McCann-Erickson Adds 
Two Foreign Accounts 


Glenz & Cia., Buenos Aires, has 
appointed McCann-Erickson to han- 
dle advertising in Argentina of Odo] 
tooth paste. The agency has been 
directing promotion of the com- 
pany’s cosmetics for some time. 

Axton-Fisher Tobacco Company, 
Louisville, Ky., has appointed the 
New York office of the agency to 
handle the advertising in Venezuela 
of its Spud cigarettes. Newspapers 
are being used. McCann has been 
directing the domestic advertising 
of Axton-Fisher’s Twenty Grand 
cigarettes, and the advertising in 
Cuba and the Bahamas of its Roy 
cigarettes. 


Printers Plan Exhibit 

The fifth annual exhibition of 
printing of the New York Employ- 
ing Printers Association will be held 
Oct. 31-Nov. 2 at the Hotel Com- 
modore. Each specimen on exhibi- 
tion will be accompanied by a case 
history explaining its purpose, spe- 
cial factors determining design and 
appearance and unusual production 
features. 


Compton Adds Stuckey 


Ellen Virginia Stuckey, formerly 
| fashion director of Samuel G. Krivit 
Company, New York, and previous- 
| ly connected with Grey Advertising 
Agency, New York, has joined the 
fashion promotion staff of Compton 
Advertising, New York. 


Under the same 
_ Management as 


The Drake 


CHIcaco 


The Blackstone 


CHicaGo 


The Evanshire 


x EVANSTON, ILL 


The Town flouse 


LOS ANGELES 
A. S. Kirkeby 
Managing Director 


|The Gotham 


Sth Ave.ot 55th St. NEW YORK CITY 
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Bank Recantures 
Chicago of ‘89 | 


for Anniversary _ 


Chicago, Aug. 10.—A logical, but 
seldom used approach to the anni- 
yersary problem has been employed 
by Northern Trust Company in 
commemorating its 50th birthday. 
The bank has issued a handsome 
booklet, about Fortune size, relying 
chiefly on etchings showing scenes 
of 1889 to emphasize its long service 
to the public. 

William Mark Young, Chicago 
artist who specializes in historical 
work, Was commissioned to do the 
illustrations. Mr. Young has cap- 
tured the youth of the city with 
such scenes as “La Salle Street in 
1889,” “Michigan Boulevard As It 
Was Then,” “View from Old Rush 
Street Bridge,” and “State Street 
in 1889.” All costumes and other 
appurtenances pictured by Young 
are said to be authentic in every 
detail. 

A summary of leading news 
events of 1889 gave the Northern 
Trust Company the opportunity to 
recall that it opened its doors on 
Aug. 12 of that year. This even, 
perhaps, was bracketed in the same 
general classification as the then 
proposed construction of an elevated 
railroad. According to the bank’s 


Iowa Campaign 
to Start Sept. 1 


files, “Those who think it will be 
built are 
‘escaped 
tion.” 

The first advertisement used by 
the infant institution was also re- 
produced in the brochure. It was 
couched in the stilted language in | 
which banks delighted in that era, 
and the type employed also re- 
flected the period when readability 
was regarded as a dubious asset. 

J. Mills Easton is advertising 
manager of the Northern Trust 
Company, noted among financial 
advertisers as sponsor of one of the 
most pretentious local programs on 
the air. 


lunatics’ by the opposi- 


Texas Network 
Gets More Power 


A number of changes have been 
made by the Texas State Network 
as it completes its first year of op- 
eration. Station KFJZ, key station 
in Fort Worth, has taken over the 
frequency and power of KTAT, giv- 
ing it 1,000 watts. 

Station KFSA has become a net- 
work affiliate at Amarillo, supple- 
menting KGNC until Sept. 15, when 
it will become the full-time outlet 
in that area. Station KFDM, Beau- 
mont, 1,000 watts, has succeeded 
KRIC as the network affiliate. Sev- 
eral affiliates have become full time 
stations. 


Medart to Broeder 


Medart Company, of St. Louis, 
manufacturer of power transmission 
equipment, has placed its advertis- 
ng account with Clifford L. Broeder 
Advertising Agency, St. Louis. 
Susiness papers and direct mail will 
e used. 


COLLINS 
MILLER & 


being characterized as | 


HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


The Iowa campaign to increase 
consumption of dairy products will 
begin Sept. 1, according to Burr 
Willits, secretary of the Iowa Dairy 
Industries Commission. 

Mr. Willits said the one cent a 
pound levy on butterfat has yielded 
an appropriation of $95,000, ex- 
pected to reach $100,000 by Sept. 1. 
About $30,000 will be spent in Iowa 
and $50,000 outside the state. 


Bostitch to Chirurg 


Bostitch, Inc., East Greenwich, 
R. I., manufacturer of fasteners and 
staplers, has appointed James 
Thomas Chirurg Company, Boston, 
to handle its advertising. George 
A. Frye is account executive. 


L] 


Holds Farm Market 
Still a ‘Frontier’ 
for Real Selling 


(Continued from Page 25) 


is adding to farm income and 
strengthening the economic position 
of the industry. 

8—The farmer is a business man, 
one with responsibilities, a manager, 
a capitalist to the extent of his in- 
vestment in the land or in the 
equipment with which he operates 
land that someone else owns—not 
just a wage earner, whose employ- 
ment is dependent on the initiative 
and success of someone else, or sub- 
ject to interruption by labor unions 


or because of industrial temerity or 
fright caused by governmental in- 
terference or competition, or by a 
war scare from across the sea. 
Perhaps a new formula for ap- 
praising sales opportunity in the 
farm market might prove highly 
profitable to an advertiser as will- 
ing to improve his sales effort as he 
is to improve the product he sells. 


Eshleman Adds Anderson 


William Ashley Anderson, for- 
merly of Arthur Kudner, New 
York, has joined Benjamin Eshle- 
man Company, Philadelphia, where 
he will direct the expansion of the 
copy department. Mr. Anderson 
was previously connected with N. 
W. Ayer & Son, Philadelphia, and 
Thornley & & Jones, New York. 


= 


New Representatives 


for Auto Paper 


N. A. D. A. Bulletin, Detroit, has 
appointed Robert R. Johnston and 
Duncan Macpherson, Philadelphia, 
as Eastern advertising representa- 
tive. Mid-Western representation 
has been placed with Irving V. 
Koch Company, Chicago. 

The paper is published by the 
National Automobile Dealers Asso- 
ciation. 


Hammacher in Big Drive 

Hammacher Schlemmer & Co., 
New York, will use 28 national 
magazines in the largest fall and 
winter campaign ever placed by the 
company. Copy will feature gifts 
and houseware. Irwin Vladimir & 
Co., New York, is in charge. 


T takes a lot of adding to increase any figure by || millions*, whether it's people, 


dollars, fence posts or automobiles. 


But Kansas and Missouri farmers have added 


million dollars—yes added—to their income in the very short space of five months. 


And that, as was said before, is a lot of adding. And it means just that much added 
to the purchasing power of the farmers of Kansas and Missouri to buy an additional 


11 million dollars worth of merchandise of all kinds. 


And by the end of the year, 


according to present trends, these || millions will have been increased to a sum still 
further above 1938 income. 


So you see, when |! million dollars plus in cold cash are added to the sizeable income 
earned last year, late 1939 and early 1940 are going to be worth time and energy 
to anyone who has anything to sell to Kansas and Missouri farmers. 


THEREFORE 


since Kansas and Missouri farmers are enjoying an era of increasing spending power, 
how do you intend to go about putting your sales message into the hands of the farm- 
ers who have this capital? 


Well sir, KANSAS FARMER and The MISSOURI RURALIST are the mediums which 
give you the most direct entry into the farm homes; that enjoy the top place on the 


library tables where this pay hike is felt. 


KANSAS FARMER and The MISSOURI RURALIST. 


KANSAS FARMER 


115.000 Subscribers 


CAPPER PUBLICATIONS, 


Published by 
Inc. 


Advertising Manager 


ROY R. MOORE 


culture). 


*“An 11 million dollar increase in 
receipts from the sale of principal 
farm products in Kansas and Mis- 
souri for the first five months of 
1939 compared to the same period of 
1938 (U. S. Department of Agri- 


You make no mistake in ordering space in 


MISSOURI RURALIST 


115,000 Subscribers 
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Farm Market Picture Augurs Well for Advertisers 


CHART OFFERS VITAL CONSUMER MARKET DATA ON RURAL SALES 


Farms—Value, Families Per Good Crop Outlook 
Total No. Total No. Persons 1935 Value No, 


‘tb > 


Passenger No. with Residential i10¢ 
Persons Percent No. Engaged (Thou- Per Farm Automobiles Per 100 Radio Per 100 Telephones ham- 
State (Thousands) White Farms in Farming sands of $) (Dollars) (1936) Families (1938) Families (1935) ilies . . 
Alabama see 2,646.2 64 273,455 1,886,074 $ 368,220 = § 1,347 212,867 36 375,200 63 60,974 + purs e le in 
Arizona : - one 35.6 61 18,824 100,083 $2,650 7,047 86,866 $2 79,600 7 19,69 ‘ 19 : 
Axeeneas ; . 1,854.5 i4 253,013 1,180,238 376,088 1,486 142,944 33 254,800 58 51,766 12 Ne 
California . ; ~++ 6,677.3 89 150,360 608,838 2,525,446 15,466 1,899,853 118 ! 719,800 107 780,018 ye th 
or sae ell 1035.8 43 63.644 276,198 $18,758 6,580 250,327 94 233,500 87 111,402 42 reater Incom ag 
Connecticut crane . ‘ . 1,606.9 98 32,157 143,157 283,854 8,828 323,438 &3 402,100 103 195,872 50 e ab 
Delaware : bth . P 238.4 Sb 10,381 48,558 51,476 4,959 47,042 SU 54,600 97 19,315 33 = 
District of Columbia... i 186.4 73 89 532 7,183 80,709 153,482 122 152,900 122 190,098 ~ : $a) 
Florida .. ikeasvsvacen’ Re 71 72,857 319,658 321,078 4,407 282,585 75 297,900 79 79,986 21 (Continued from Page 26) pr 
Georgia via _..., S805 63 250,544 1,405,944 429,775 1,715 306,989 47 370,800 57 98,823 15 aw i : mi 
peat wai ees 445.0 Ys 45,113 198,983 $07,395 6,814 93,248 86 98,700 91 33,813 31 |states comprising the West North és 
+ er 96 200,835 852,994 1,040,238 6,180 ppp t+, 7 526,500 4 ety et ‘, {Central group. New farms need 
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mes - — = ee —— —}per cent of our 175,000 farms have ai 
Important factors in planning rural sales efforts are tabulated in this chart shown in the Consumer Market Data Handbook issued by the Department of Commerce. Average | flocks, with government figures rat- soil 
. 2 farm valuation, number of radios, telephones and passenger automobiles, are but part of the many listings shown for each of the 48 states. ing Kansas poultry as a $44,000,000 
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_ . “a ; ne See : a farm income of around $40,000,- 
° 1929, he was brought into research ~* & Cro 
Hyde to Agency Agency for Lansing Joseph Scanlan g 000 this year, ro} 


work in connection with perfection with 805,000 cows 


y a ; . ; : on ileal acme turning out 1,404,000 tons of milk a 

E = Richard M. Hyde has _ joined Lansing Mfg. Company, Los An- a of the pre-shrinking process. we en See ee , ae edit 

. Gerth-Knollin Advertising Agency, | geles, maker of public address sys- Montana Publisher, a these milkers representing a $50,- T 
7 Los Angeles, as production manager. | tems, has placed its advertising FLOYD A. NOE 000,000 dollar investment with 87f |. 


per cent of Kansas farms producing 


se id He was formerly in charge of the | account with Fred A. Lenfestey Taken by Death 


creative department of Stationers |Company, Los Angeles. Business ; ‘ _New York, Aug. 1.—Floyd A.| milk for a cash income. 
a Corporation. papers and direct mail will be used.| Miles City, Mont., Aug. 9.—Jo-| Noe, for 15 years head of the auto-|  wryis tremendous income from 
7 seph D. Scanlan, publisher of the | motive advertising department of livestock, poultry, dairy and wheat 
Miles City Daily Star, and promi-|the New York Daily News, died at is farther increased by $36,500,00: 
i D. fs 3 T nent figure in national politics, died | his home here Saturday after a long | ;,, sovernment saarenaiatn onenionn t 
“Beane! eee ay less 70 Ler op KRM. v today at the age of 63. A close|illness. Mr. Noe, a native of Chi- oh sesh ‘this year That reé 
7 4 friend of Herbert Hoover and other | cago, was 52 years old. for : ia os Bin] 
- we : arm money is being spent fo ne 
Per Family /neome? how? of course! Republican leaders, he was until _ Under his direction, automotive things that tes sean bs sndicaied daly, 
May 1 a member of the Republican | linage of the News climbed steadily by sales tax records These show 
National Committee. juntil in 1938, it ranked second that in 1938 en Sayrmave bought 
one ‘among all New York dailies. His $15,000,000 worth of implement: 
ISRAEL FRIEDKIN . | widow survives. and machinery. With  increaseé 
New York, Aug. 8.—Israel Fried- + farming operations in every depart- 
kin, publisher of the Jewish Morn- Leroux Expands ment from poultry to wheat. thi: 
ing Journal and the Jewish Ameri- Liquor Campaign year, and with a better farm in- 
can, died suddenly last night in srcinae Shh . ...,/come and the disposition to spend 
Paris, where he was enjoying a va- Leroux Liquors, Philadelphia, will business is picking up.” 
eation. He was 49 years old embark on its largest fall advertis- . 
Mr. Friedkin, who established the eo Me na a tures he ee mo CITES FARM CHANGES 
aah ‘eekly papers in 1916. in- | ™2222ines,_ a fashion publication IN THE SOUTHWEST 
daily and weekly papers in 1916, and trade papers to be used. 
troduced modern publishing meth- Holiday trade will be wooed by Dallas, Tex., Aug. 9.—Revolutior- 
ods into his specialized field. He _ a special newspaper campaign. J.| ized farm practices in the South- 
tablished a wide-flung corps of for-|M. Korn & Co., Philadelphia, is the 
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Latest figures give Ves oines— acs vertising director of A. G. Rhodes] pointed out today. 
the dihp-highedt rating in the 100,000 LAWRENCE MACY & Son, Atlanta, Ga., coming ' w 
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¥ group in Effective Buying Income—$3,778 Chicago, Aug. 9. — Lawrence | y Bae a of the! the five Southwestern states, Tex: 
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- iy — H ans in retail sales. Wiacy aner, 1icago representa- . -onttnued on Page 31) 
" Hy know what it means tives of Field & Stream, was killed Casman, Cook Appointed —_ 
i . H i i i resterday in atte ing seale ; J. S. Camera Magazine, New , 
wien KRNT gives effective coverage in this, the | yesterday in attempting to scale a|_ l i 
* > ve al hea prosperous city—plus the en- | difficult mountain peak in the Aus- oo aoe Se Casman, or MAILING SERVICE 
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est single marketing area—267,861 families | mountain climber, was a student at Pick Powers & Stone | & grap 
4 who in 1938 bought better than $280,000,- | Harvard. | Dental Observer, New York, has | THE LETTER SHOP, Inc. 
000 worth of goods at retail. The parents are touring in Michi- | Placed its Mid-Western representa- | 440 Se, Dearborn St. — Wabash 5® 
gan and could not be reached im- | ion with Powers & Stone, Chicago. | CHICAGO 
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you can buy KRNT Moines marketing area last year was $500,- — 


in the WNAX-lowa 771,000. KRNT, lowa's only Basic Colum- GUSTAV W. PAULSON 


Net-work at an ex- bia Station, gives you ready-made access | Troy, N. Y., Aug. 8—Gustav W FOR NEEDED COVERAGE IN 


xi ceptionally low to this profitable market. Rates? Check | Paulson, who collaborated with 
a rate. them. You'll find them surprisingly low. | Sanford L. Cluett in development of 
| the Sanforizing process so widely 

z In lowa, it's KRNT, of course. advertised in recent years, died here 

yesterday. Mr. Paulson, who was 

- |63 years old, made many trips USE 
: e H e abroad during the last five years to ™ 
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ADVERTISING AGE 


Good Crop Qutlook 
Spurs Belief in 
Greater 1939 Income 


(Continued from Page 30) 

New Mexico, we have only one- 
third of our major field crop acre- 
age in cotton, whereas one-half and 
above was formerly the case,” he 
said. “Farmers, formerly all cotton 
producers, have become livestock 
minded, producing grains and feed- 
stuffs in rotation and feeding most 
of it on the farm. 

“From a crop standpoint, practic- 
ally all crops have been made ex- 
cept cotton and grain sorghums in 
the western higher altitudes. Texas 
corn yield is considerably above 
the ten year average, placing the 
state seventh in total yield. 

“Cash income from livestock and 
livestock products is rapidly over- 
taking cash income from crops. The 
government administrators in the 
Southwest report better than an 85 
per cent compliance with the agri- 
cultural program, and this will re- 
sult, according to these administra- 
tors, in payments to Texas farmers 
of approximately $86,000,000, pay- 
ments starting the latter part of Au- 
gust. Louisiana reports $21,000,- 
000: New Mexico, $5,300,000. Re- 
ports delayed from Oklahoma and 
Arkansas, but both states will ex- 
ceed $30,000,000. 


SUMMER RAINS AID 
TEXAS OUTLOOK 

Dallas, Tex., Aug. 9. carly 
summer rains and more than aver- 
age precipitation during July dis- 
pelled the serious threat of a sub- 
soil moisture shortage which pre- 
ailed during the winter and spring 
and greatly improved the general 
crop outlook in Texas, according to 
V. H. Schoffelmayer, agricultural 
editor, Semi-Weekly Farm News. 
Total cash crop and livestock in- 
come plus federal payments will 
bring Texas’ total income to about 
$540,000,000 this year, or about 
$30,000,000 above the 1938 figure, he 
estimated. 

He also called attention to the in- 
reasing activity of Texas farmers 
n livestock, pointing out that event- 
lally large-scale competition with 
the meat production of the Corn 
Belt may be the result. 


NEBRASKA REPORTS 
MARKED IMPROVEMENT 
Lincoln, Neb., Aug. 9.—Optimism 
ver farm market prospects in this 
tate was expressed by Glenn 
manager, Nebraska Farmer. 
“Increased buying power of farm- 
is already being reflected in 

some lines of business, and its effect 
vill be more widespread in the 
months to come,” he said. 

“Four basic factors must be con- 
dered in analyzing the Nebraska 
farm outlook: 

“1. Nebraska farm income is sub- 

lantially greater for the early 
nths of 1939 than for the corre- 

nding months of 1938. 

2. There is more livestock on 
ka farms, more livestock be- 
irketed, with a continual in- 
in herds. 

The moisture situation in 
ka is most satisfactory, indi- 
a good crop of corn and other 
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+. At least a fair crop of wheat 
‘ other small grains is in pros- 


OKLAHOMA GAINS 
*Y DIVERSIFICATION 
oma City, Okla., Aug. 9.- 
other expert observers in 
the industriousness. of 


leading cash crops, corn 
| brought back 


tern farmers in diversify- | 


Ralph Miller, ad- 
manager, Farmer-Stock- 
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nted out that, while wheat 
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is being 
into the profit col- 
umns. 

Livestock and livestock products 
are exceeding the 1938 income, he 
added, and abundant pastures and 
feed crops will cause this income 
source to continue on a favorable 
basis for the remainder of the year. 
The upswing in hog _ production, 
which started in the spring of 1938, 
has continued ahead at an acceler- 
ated rate, he said. Oklahoma has 
shown a larger proportionate in- 
crease in sheep and lambs this year 
than any other state. 

Another favorable factor cited 
was the cash income derived from 
oil and gas leases, rentals and 
royalties. Of Oklahoma’s 77 coun- 
ties, 47 produce either oil or gas, ' 


while many of the remaining coun- 
ties are prospective oil and gas pro- 
ducers. 


IMPROVEMENT NOTED 
IN NORTHWEST 


Spokane, Wash., Aug. 9.—Pros- 
pects are looking up for farmers in 
Washington, Idaho and Oregon, the 
Pacific Northwest Farm Trio re- 
ported this week. 

“Income from all sources for the 
farmers in these three states for the 
first 5 months of the year totaled 
$100,308,000, this revenue coming 
mainly from live stock products, 
milk and cream, poultry and eggs 
and the sale of grain held in stor- 
age. Income for the corresponding 
period of 1938 was $81,520,000. Thus 
the first five months of this year put 


an additional $18,788,000 into the 
pockets of Pacific Northwest farm- 
ers. 

“The last seven months of the 
year are sure to bring the total 
1939 income of Pacific Northwest 
farmers to over $300,000,000. 

“Farm income is between the 
high of 1928 and 1929 and the low 
of 1932 and 1933. A consumer sur- 
vey made in Washington, Idaho, 
and Oregon early in the year, cov- 
ering 1,671 farm households, showed 
that the farmers in these states, in 
addition to buying necessities, are 
also purchasing many articles in the 
luxury or semi-luxury class, such 
as electric ranges, vacuum sweep- 
ers, radio sets, washing machines 


and pressure water systems. 


Compton Adds Davidson 
Craig Davidson, formerly with 
Jam Handy Picture Service, Inc., 
and previously with General Foods 
Corporation, has joined Compton 
Advertising, New York. 


Korda Moves 


Korda Graphics, art and indus- 
trial designing service, New York, 
has moved to 41 Union Square 
West. The new telephone number 
is Algonquin 4-5043. 


Hirshon-Garfield Named 


Kitty Kelly Shoe Corporation, 
New York, has named Hirshon- 
Garfield, New York, to direct its 
account. Samuel B. Harrison is ac- 
count executive. 


eight of the 13 states of the 


of $483,432,000 or 97% 


phenomenal national gain 


turist leads in circulation in 


The national gain in income 
The gain for the South was 


Southern Agriculturist 
420 Lexington Avenue 
New York, N. Y. 


SOUTHERN AGRICULTURIST ASSUMES LEADERSHIP 


Now Has More Circulation in Eight States of the South than any other 
Southwide Farm Paper, and More in Seven States than any other Farm Paper 


Shaded Portions Show States in which Southern 


Acriculturist Leads in 


The June ABC statements just issued show Southern Agri- 
culturist in a definite position of circulation leadership in 


highly prosperous South, over 


any other farm paper of Southwide circulation. These eight, 
forming a compact group in the rich central South, are 
Kentucky, Tennessee, Alabama, Mississippi, Arkansas, Loui- 
siana, Florida and West Virginia. and last year enjoyed a 
cash farm income of $981,903,000. This represented a gain 
in the past six years—a rate exceed- 
ing the national gain by nearly one-third. 


From every angle these states are outstanding examples of 
Southern farm prosperity. In the same period, value from 
cattle increased 119%, compared with a national gain of 
96.5°%., while the income from cattle, indicative of more and 
better herds, showed a gain of 165%, exceeding the rather 


of 134%. Of nine Southern 


states that exceeded the national gain. Southern Agricul- 


seven. 


from hogs since 1932 was 96”. 
114%. and for the eight states 


Nashville, 


Southern Agriculturist 
230 North Michigan Avenue 
Chicago, Illinois 
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listed above was 161%. 


On top of all these livestock items is the income from cotton 
and cottonseed. In the seven cotton-producing states in 
which Souther Agriculturist leads all other farm papers, 
farmers received more than half the cash brought in by 
these crops from the whole South. 


Southern Agriculturist begins the second half of 1939 with 
the largest circulation in its history, a continuation of twelve 
years of uninterrupted growth, a record not equalled by any 
On July of this year. the circulation of 
Southern Agriculturist passed 900,000. Present rates* are 
based on 825,000, offering advertisers an extraordinary 
buy. Be sure to include Souther Agriculturist in your fall 


other farm paper. 


schedule. 


*Rate change announced for January 1, 1940. 


SOUTHERN AGRICULTURIST 


Tennessee 


Don Harway & Company 
155 Montgomery Street 
San Francisco, California 


The income from hogs alone in 
these eight states was $110,265,000 or more than half the 
income from hogs for the entire 13 Southern states. Poultry 
and eggs add $107,000,000 more. On all these income-pro- 
ducing items, Southern Agriculturist leads in circulation in 
more states than any other farm paper. 


Southern Agriculturist 
2-123 General Motors Bldg. 
Detroit. Michigan 
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Perfection Stove 
Finds Economy Plus 
ls Rural Demand 


Farm Papers Bulwark of 
Consistent Advertising 
Effort 


Cleveland, Aug. 10.—Economy is 
still an important factor to the 
farmer in his consideration of new 
products, but changing conditions, 
brought about by the automobile, 
the radio and other conveniences, 
have helped to give him the same 
“modern outlook” on life as his 
brother in the city. 

This is the view taken by Norman 
E. Olds, advertising manager of 
Perfection Stove Company, an or- 
ganization which celebrated its 50th 
anniversary this year with a 39 per 
cent increase in its advertising 
budget. 

Although Perfection has _ been 
making oil burning devices for 50 
years, it has been handling sales of 
these products for only the past two 
decades. For many years the com- 
pany’s products were sold chiefly 
through the Standard Oil Company, 
then interested in expanding its 
kerosene market. 


Distribution Now Worldwide 


Perfection started taking over 
sales areas from Standard about 20 
years ago beginning with the Cen- 
tral West territory. It now serves 
a world market and its products in- 
clude oil burning cook stoves, port- 
able heaters, water heaters, heating 
stoves, air conditioning furnaces 
and refrigerators. Rural sales ac- 
count for more than 75 per cent of 
the company’s total volume. 

With the exception of refrigera- 
tors and air conditioning equip- 
ment, products are sold through 
more than 20,000 dealers. Advertis- 
ing, directed chiefly at the consumer, 
involves farm paper copy, news- 
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Style and beauty, as well as economy 
are dominant themes of copy now being 
used by the Perfection Stove Company 
to sell the modern-minded farmer and 
his wife. 


papers, posters, direct mail and a 
variety of dealer helps. 

Mr. Olds said that the company 
settles its appropriation problem by 
allotting 2 to 3 per cent of gross 
sales volume for advertising. Thus, 
the increased budget this year is 
based on favorable sales of past 
months and the prospect of still bet- 
ter sales in the future. 


Outlines Media Plan 


Farm papers are considered the 
number one medium for reaching 
the rural audience. Selection of pub- 
lications is based on the company’s 


own evaluation system, worked out 


of 1939 compared with 


large. 


212.8°/, Increase in 
119.4% 
27.4°/, 
18.7°/, 
Lig 
16.2°/, 
16.1%, 
14.1%, 

8°/, 


Increase in 
Increase in 
Increase in 
Increase in 
Increase in Bank 
Increase in 
Increase in 
Increase in 


AKRON BUSINESS 


Shows Substantial Gains For 
First Six Months of 1939! 


A recent report released by the Akron University 
Bureau of Business Statistics, showed business gains 
ranging from 8°/, to 212.8°/, for the first 6 months 


While industry nationally in 1939 is well above the 1938 
level, Akron gains are much larger than the country at 


A FEW FIGURES FROM THE 6 MONTHS REPORT 


Value of Residential Construction. 
Passenger Car Sales. 

Industrial Power Consumption. 
Inbound Railroad Carloadings. 
Outbound Railroad Carloadings. 


Department Store Sales. 
Long Distance Telephone Calls. 
Postal Receipts. 


Keep your sales figures in step with 
upswing by placing your advertising in the 


AKRON BEACON JOURNAL 


i St) it 
REPRESENTED BY STORY. BROOKS & FINLEY 


the same period of 1938. 


Debits. 


fhron’s Business 


AUGUST A 


—Commercial Disp] 
1939 


Pages Lines Pages 

Monthlies 
*American Cotton 

0 ae eee 466 11.2 
American Fruit Grower 5.0 2,232 4.7 
American Poultry Jour. 

Eastern Edition ..... 19.1 8,177 4.8 
Arkansas Farmer 1.8 1,348 2.5 
*Better Fruit §.2 2,170 4 
Breeder's Gazette 7.6 3,441 4.7 
California Citrograph.. 19.3 12,944 21.4 
Capper’s Farmer . 17.2. 11,671 18.2 
Country Gentleman 21.7 14,769 20.5 
Country Home 8.3 6,615 13.0 
Farm Journal & 

Farmer's Wife 2.2 13,803 18.7 
Farm & Ranch 11.3 8,489 12.2 
*Florida Grower . “s 8.5 2,397 0 
*Hoosier Farmer ..... 9.7 1,350 8.7 
*ildaho Granger , 3.6 1,568 5 
Kentucky Farmers 

Home Journal .... » eX 5,240 6.1 
National Livestock 

PROGUCOP ce cceceses 8 020 7 


Nation's Agriculture ... 4.1 1,855 


*New Jersey Farm & 

COUPON sccerncnsecrs 12 », 550 , 
*Ohio Farm Bureau 

a aaa in .2 4,154 8.9 
Poultry Tribune: 

Eastern Edition 7 218 6.8 


Progressive Farmer- 
Southern Ruralist 
Carolina-Va, Edition. 1 
Georgia-Ala. Edition. 13.5 
Kentucky-Tenn 
Edition 


cones 14.6 10,622 12.8 
Mississippi Edition 14.0 10,221 13.2 
Texas Edition ...... 14.3 10,413 12.8 
tAll Editions .... 11.4 8,275 5 
tAver. of 5 Editions. 14.2 10,332 13.40 

Southern Agriculturist 7.2 5,045 6.1 
Southern Planter ¢ 


Successful Farming 
Wyoming Stockman 
Farmer saa kee , 2.8 3,120 
Total Group .. ‘ 196,130 1 


Semi-Monthlies (July) 


*California Grange 


News Keneaen 1.5 7,250 6.3 
Farmer-Stockman » 16.8 8,287 12.1 
Hoard’s Dairyman » 34.8 8,561 10.6 
Missouri Farmer . 5.0 $,921 8.2 
Montana Farmer 14.6 11,019 11.4 
*Oregon 

Grange Bulletin 12.0 12,992 132.0 
Utah Farmer Tr 8.8 6,649 7.4 
Western Farm Life. 9.6 7,558 8.0 

Total Group .. eae cs (OQ3SF 
by Mr. Olds each time the schedule 


is made up. The initial step in use 
of this system is the listing of more 
than 100 possible publications. 

Next to each is placed an ap- 
praisal figure. This figure is de- 
rived from a process which first 
involves checking a _ population 
breakdown by counties against the 
company’s sales record by counties. 
The magazine’s circulation break- 
down may then be checked against 
the population value to determine 
the most valuable coverage for the 
company. 

The appraisal figure thus arrived 
at is the principal basis for media 
selection, although other pertinent 
factors are also considered. Sepa- 
rate studies and listings are made 
for each of Perfection’s products. 


Population Trend Watched 


Government figures are used to 
determine population changes. The 
company maintains its own annual 
sales record by counties, and, 
finally, the publications have their 
own circulation breakdowns. With 


—~ ——193s——~ 


os . . —— —— 
Poultry and | Poultr 
Livestock Lives k 
ay— —-Display-— -—Commercial Display—- -—-Dis 
; 1939 1938 | ——1939-——-, -———1938—-— 1939 
Lines Lines Lines Pages Lines Pages Lines Lines 
Bi-Weeklies (July) 
(Two issues unless otherwise noted) 
American Agriculturist 13.8 10,045 I7.4 12,664 738 
7,615 14 14] Arizona Farmer ...... 13.1 9,925 19.3 14,872 
lit . California Cultivator 23.2 17,562 21.0 15,866 
Dakota Farmer 11.3 8,725 5.7 4,450 64 ‘ 
2 O67 1,819 24) The Farmer 
1,896 sss 8 weous (General Edition) 15.4 12,088 11.6 1094 180 
2,286 . . Indiana Farmer's 
2,118 1,314 1,415 Guide aeons 6.4 5,038 7.0 »,o11 
14,406 . Idaho Farmer i4 11,127 14.0 10,605 
12,408 39 8 | Kansas Farmer 8.0 6,095 8 6,317 1 ‘ 
13,917 108 182 | Michigan Farmer 11.4 8.779 10.1 7,719 17 
8,862 24 18 | Missouri Ruralist 5.4 4,132 5.0 765 65 
Nebraska Farmer 13.5 9809 13.5 y SHE 268 
s, 14 AS tAverage 4 Editions. 13.7 9,986 14, 10,371 268 
9 New England 
) Homestead 8.8 6,178 1,118 
3, Ohio Farmer 16.7 12,849 3 675 
5, v4 157 | Oregon Farmer , 15.0 11,318 2 
Pacific Rural Press 
4,787 204 392 Northern Edition 26.5 20,028 23.2 17,569 #55 
Southern Edition 26.1 19,746 22.5 17,016 145 
4,122 166 138 tAll Editions ....... 22.3 16,857 19.2 14,522 #85 
1,151 Pennsylvania Farmer.. 11.5 8,866 13.2 10,130 1,44 
Prairie Farmer: 
4,154 1,348 1,494 Illinois & Indiana Ed. 13.3 9,692 12.1 8.814 a4 ‘ 
Rural New Yorker..... 9.7 7,615 6.4 5,181 2,817 
1,006 Wallaces’ Farmer & 
Iowa Homestead 12.1 9.467 10.7 8,367 1.069 
2911 580 435 | Washington Farmer 16.5 11,721 12.6 9,654 
Wisconsin Agriculturist 11.0 8,639 5.9 6,998 186 a 
708 u4 s Total Group wer? 229,45 209,469 13,05 
9.21 1s s Weeklies (July) 
(Four issues unless otherwise noted) 
9,322 18 Capper’s Weekly ..... 2.0 4,587 1.9 4,177 1,484 s 
¥, 588 14 »» | Dairyman's 
+249 S4 74 League News ....... 3.9 824 8 2.744 15% 
6,914 18 s | Semi-Weekly Farm News: 
9426 52 24 Friday Edition ..... 0.8 1,882 2.1 1.917 
1,269 Tuesday Edition 1.5 552 3.2 14 
6.42” 14 1e3| *Washington Grange 
10,064 5 141 News .. errr er 11.1 12,062 13.1 14,164 
Weekly Kansas City Star 
atT Missouri Edition i 11,479 4.0 9,767 171 { 
85.189 5.999 09 Total Group 6,376 40,912 1,819 
Duilies (July) 
*Chicago Daily Drovers 
| PPP ETT TET CT 11.2 23,804 10.7 22,854 18,879 1 
10,072 *Kansas City Daily 
9.172 16 °6 Drovers Telegram 17.6 237.401 17.6 7.275 18.529 1 2 
a as 1.344 1.418 ‘Omaha Daily Journal- 
, 467 “ane 16 Stockman weeeee 10.5 22,322 11.5 24.394 21,052 
oe ‘ed -*" | *St. Louis Daily Live 
8,648 69 119 Stock Reporter 11.9 25,331 11.4 "4.2355 16,804 
15,028 Total Group 108,858 108.978 That 
5.610 — — 
6,267 28 72 *Figures provided by publisher 
‘Not included in total 
67,002 2,733 2,172 bJuly linage, not included in total 


Farm Monthlies 
Report 5.9% Gain 
in August Linage 


New York, Aug. 10.—Linage in 


with a total of 196,130, as com- 
pared with 185,189 last year, a 
gain of 5.9 per cent, Publishers’ In- 
formation Bureau reported today. 
The gain for July was 4.7 per 
cent, and that for June, 1.8 per cent. 
Other farm paper groups, report- 
ing July linage, were less fortunate. 
Among these, the bi-weeklies were 
alone in showing an increase of 9.5 
per cent, with 229,453 lines as com- 
pared to 209,469 in July last year. 
Semi-monthlies carried 66,237 
lines, a decline of 1.2 per cent from 


the availability of these figures, 
Mr. Olds sees no reason for other 
elaborate surveys. 

Nearly all farm paper copy bears 
a coupon. This device is used, Mr. 
Olds explained, principally to de- 
termine consumer interest in the 
product, rather than effectiveness of 
the medium. Coupons are referred 
to district offices for dealer follow- 
ups. 

Perfection’s copy is directed at 
the family, sometimes addressed to 
the man and sometimes to the wife. 
Mr. Olds emphasized that the farm- 
er is much better acquainted with 
his kitchen than is the city man be- 
cause so much of rural life centers 
about this room. 


Personal Contacts Help 


Economy of Perfection stove op- 
eration is stressed first and fore- 
most, with appearance an additional 
factor of increasing importance to 
the contemporary farm market. 
Mr. Olds himself frequently takes 
time out for contacting the field to 


sold in New York City 


ket. Concentrate your 
advertising among 


them by concen- 


| get direct reactions from consum- 


ers He commented that while 
such investigation revealed many | 
farmers who could recall having| 


seen Perfection copy, few were able 


to tell in which magazine they saw | 


the advertisement 


The company’s current schedule, | 


reaching semi-yearly peaks in the 
spring and fall, calls for use of seven 
general magazines, five national 
farm papers and 27 state and sec- 
(Continued on Page 38) 


trating it now in 


THE NEW YORK TIMES 


*Ask our Market Research De 


August issues of farm monthlies 
continued the favorable trend evi- 
denced in the past three months | 


the 1938 total of 67,002. Weeklies 
reported 36,376 lines, a decline of 11 
per cent from the 40,912 carried i: 
1938. Dailies carried 108,858 lines 
as compared with 108,978 last year, 
a decline of 0.1 per cent. 

| Figures and page totals for the 
| individual papers are shown in th 
accompanying tabulation. 


Wright Adds McCollum 


J. A. McCollum has joined Wright 
Specialty Mfg. Company, St. Louis, 
|}as sales manager, coming from U 
O. Colson Company, Paris, Ill. Both 
|companies make leather advertis- 
| ing specialties. 


Ayer Expands 

| N. W. Ayer & Son, Ine., has con- 
| tracted for additional space in the 
‘RCA  bldg., Rockefeller Center, 
| where it moved its New York offic 
‘in June. 


is bought by the 17% 


of the families that comprise the above-aver- 
age-income group.* These easy-to-sell families 
form New York's most 


profitable volume mar- 


port 
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ADVERTISING AGE 
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Harvester Cites Vital Changes 
in Rural Purchasing Habits 


By WILLIAM L. NINABUCK 


Copy Chief, International 
Harvester Company 


be actively considering the purchase | 
of a new tractor or other piece of 
farm equipment. Advertising must 
be on the job, month in and month 


The International Harvester Com- | out, in order that when the farmer 
pany, under its present corporate | does start to make up his mind, we 
organization, has been advertising | Will have done our bit to convince 
to the farmer for nearly 40 years.| him of the Harvester line’s merits. 


Its actual advertising history ex- 
tends much further back than that 
into the pioneering sales promotion 
activities of Cyrus Hall McCormick, 
the founder. During all these years 
the company has arrived at several 
conclusions which can fairly be said 
to keynote its general policy. 

One of these is expressed in the 
phrase, “Self-known is not public- 
known.” It epitomizes our belief in 
the necessity of advertising. We 
force ourselves to keep in mind the 
fact that we can never be as well 
known to the public at large—in 
spite of the scope of this company 
and its world-wide operations—as 
we are to ourselves. 

Just as standards of progress in 
design and manufacture are con- 
stantly being lifted, so must we re- 
lentlessly maintain our advertising 
and sales efforts. If we had, for 
example, stopped advertising ten 
years ago under the short-sighted 
belief that certainly everybody must 
know about International Harvester 
and the merits of McCormick-Deer- 
ing machines, we should have over- 
looked entirely the millions of new 
purchasers in the market today who 
then were still youngsters in their 
teens. Generations of experience 
have taught the company that the 
suspension of its advertising would 
be one of the most disastrous mis- 
takes it could make. 

Intensive sales work notwith- 
standing, it is difficult to know at 
just what moment the farmer will 


A SENSIBLE 
BUSINESS QUESTION: 


CAN YOU AFFORD 
NOT TO FLY?” 


BUSINESS MEN! Can you afford to take 
days for a trip—when you can do it in 
a few, short, comfortable hours by fly- 
ing TWA! 


00 YOU KNOW that thousands of leading 
business firms use air travel regularly! 


LOOK at the time you can gain! Suppose 
you're in Los Angeles. You can board 
IWA'‘s “Sky Chief" 5:00 p.m. (P. S. T.) 
~spend a restful night in a luxurious 
Skysleeper—be in New York next morn- 


ing! Fare only 


CHICAGO TO NEW YORK? 3 hrs. 55 min.! 
Commuter Service’’—8 flights a day 
each way! 2 afternoon non-sto_ 5 $44.95 


$149.95 


COST? Fares are little more than for 
ground travel! And no “‘extras"’ to pay. 
No tipping. Even meals aloft are free! 


10% Discount on round trips! 4 


PHONE Travel Agent or TWA for rates anywhere. 


Transcontinental & Western Air, Inc 
Kansas City, Mo 
how TWA helps me plan 14 full days 
‘week vacation inthe places I want 
to % sit a *} m lay a | tray j 


FREI BOOKLE! 


\k 


on TWA 
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SHORTEST, FASTEST 
COAST-70-COAST 
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Our competition comes from two 
major sources. The first, of course, 
is that offered by other manufac- 
turers and dealers of farm equip- 
ment. 

Less obvious, but possibly the 
more significant force with which 
we now have to contend is the ‘“su- 
per-competition” brought about in 
the past two or three decades by 
the sociological and environmental 
changes in farm life. 

Remoteness Vanishes 

It wasn’t so very long ago that 
four miles an hour was top speed in| 
the city; every small town was a_ 
sleepy hollow and the farmer and 
his wife were pretty well isolated 
from the rest of the world. The) 
farmer had money in those days’ 
and he was allowed to keep most of 
it. Not so many individuals tried 
to trade him out of it. 

It was a pleasure for him to get 
a bright new, gaily painted binder 
on the place. He frequently re- 
placed his old equipment oftener | 
than vitally necessary, just to get a/| 
kick out of something new. He en-| 
joyed, too, the fine old-school bat- | 
tling that characterized the rivalry | 
among the many farm machine 
brands in those days. 

Today all this is vitally changed. 
The farmer and his city brother 
have been thoroughly mixed up to- | 
gether in a whirlwind of automo- | 
biles, radios, telephones, movies, 
airplanes, travel, fine raiment and 
all the other thrilling devices that 


| bless or curse our present existence. 


The farmer has been discovered by 
the great army of manufacturers 
and merchants who sell exciting 
things. His money is intensely cov- 


eted by them all. 


The farmer, like the city man, has 
come to want a great many things, 
and his wife and children want 
them more than he does. And they 


| get them! 


This is the “super-competition” 
we are facing. No industry can 
now afford to sit idly by and wait 
for the farmer’s money. Least of 
all can the farm equipment man. 
His basic sales argument is that new 
and improved farm equipment | 
helps the customer make the money | 
to buy the luxuries, and gives him | 
leisure to enjoy the latter. 

Harvester advertising, unlike 
some other types of copy, does not 
claim to bring out customers in 
droves to the dealer’s store before 
daybreak, waiting in line to grab 
the tractors and trucks, the disks 
and spreaders “while they last.” 
The effect of Harvester advertising 
has been a gradual one, projected 
upon a nationwide scale. 

It may be called our misfortune 
that we have only necessary prod- 
ucts to sell, products associated with 
the daily livelihood. _Instinctively 
no one likes to buy that kind of a 
commodity. It is easier to want to 
buy a new car. The job of selling 
farm machines is a real job, and 
that has made a harder and more 
necessary job of farm equipment 
advertising. 

Prospect Is Good 

Today the idea of power farming 
is pretty well accepted. Sales come | 
more readily and the prospect is| 
good for the future. This can be cred- 
ited to consistent educational work, 
constant advertising and salesman- 
ship. 

That part of our advertising pro- 
gram directed at American farmers 
includes farm paper advertising, 
agricultural college publications, our 
own publications and extensive use 
of motion pictures by our dealers 
and other groups. 

The broad general program en- 
compasses the preparation of cata- 
logs, folders, booklets, posters and 
a variety of other promotional mat- 


AN EARLIER ERA 


IN HARVESTER ADVERTISING 
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These copy samples show just how long International Harvester Company has been advertising its line to American farmers. 
They recall an earlier day when the idea of power farming was still new, and when the speed of “auto buggies” ranged 


from two to 20 miles an hour. 


the hired help problem (before WPA). 


ter covering our many products dis- 
tributed by direct mail and through 
dealer outlets. 

Farm papers are the cornerstone 
of our advertising. For years they 
have helped build good will and 
sales for the International lines. 
Today we are using space in per- 


haps 100 publications — national, 
state and sectional, or directed to 
special fields such as live stock, 


dairy, poultry, fruit and vegetable 
farming. 

Selection of this list constitutes a 
big job of space buying. The ma- 
jor part of this task, insofar as farm 
equipment is concerned, is handled 
by the company rather than by our 
advertising agency. 

Two-Month Schedule 


As a long standing manufacturer 
in the field, we naturally maintain 
intimate contact with the farm pub- | 
lication world, keeping ourselves 
keenly aware of the changes and 
trends that come as the years pass. 
Schedules are made up at two- 
month intervals so that our adver- 
tising may be closely keyed in with 


seasonal conditions in the farm 
market and our own current sales 
plans. 


Though less known by the gen- 
eral public than its farm paper or 
magazine copy, Harvester’s own 
publications comprise a vital phase 
of its advertising program. Of this 
group, the one most familiar to) 
American farmers is “Tractor Farm- | 
ing.” This follows general farm 
paper style-and has a monthly cir- | 
culation of more than 600,000. 

Dealer Gets Help 

Among other company publica- | 
tions (and these are not directed to | 
the customer) are the “Harvester | 
World,” devoted to general com- 
pany news; “Triple Diamond,” a 
paper for the company’s sales or- | 
ganization; and the “International 
Harvester Dealer,” which performs 
yeoman service in maintaining a 
high degree of dealer cooperation. 

As its title implies, the latter is 


|designed to help dealers effectively 


tie in local efforts with our na- 
tional advertising. It presents sam- 
ples of the national copy as well as 
suggested local newspaper adver- 
tisements. 

An important part of its circula- 
tion is the 6,500 copies sent direct 


to newspapers in dealer towns 
These newspapers are the ones or- 
dinarily used by the dealer. Sub- 


mission of the paper direct to them 
stimulates contact between the 
dealer and the publisher and has 


An interesting economic angle appears in the advertisement at lower left commenting on 


The humorous piece on "Gas power versus steam power" also recalls the day 


increased the amount of local ad- 
vertising. 
Films Used Since 1911 

There are but few farmers who 
have not seen one or more films 
produced for International Harves- 
ter, for the company has been us- 
ing this type of promotion since 
1911, a date when many of the cur- 
rently best known motion picture 
producers hadn't reached the em- 


When you spend 


dollar back ... 
WIBW 


half-cent. 


Within the 


Write for complete facts and fig- 
ures that show why you too should 
“money back” 


get 
WiBW. 


*Firm names are confidential, of course. 


vertising, you want to get that 


consistently produces 
“money back” results. 
X* reports an inquiry cost of a 
Advertiser Y received 
in direct sales to the Station, $1.00 
for each 20c¢ expended, and Z gets 
box tops for less than 3c.  . 


half-millivolt area of 

WIBW’s new, modern transmitter, 
y ‘s there are 1,231,890 radio homes 
pre ; . . » 5,173,928 ready-to-buy listeners. Me 


bryo stage. 

These films, from the earliest 
days, have been designed first to 
sell the value of power farming 
and, second, to sell the merits of 
Harvester equipment over compet- 
ing brands. Most of them are non- 
technical in style, although several 
have been well received which 
'“took the machines apart to see 
| what made them tick.” 


a dollar for ad- 


and more too. 


Advertiser 


results from 


The Voice of Kansas 


Columbia’s Outlet for Kansas 


Ben Ludy, General Manager 


REPRESENTED BY CAPPER PUBLICATIONS, INC. 
New York, Detroit, Kansas City. Mo., San Francisco 
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Advertisers Expect PATTERN SHOWING DOMINANT RURAL COUNTIES IN THE UNITED STATES — 


Increase in 1939 
Farm Buying Power 


(Continued from Page 1) 
and resulted in a firmer dairy situ- 
ation. Since dairying is the largest 
item in the total farm income, a 
price increase will affect more farm 
families than any other factor. 

3. Improvement in the farm 
mortgage situation, due to lower in- 
terest rates and a reduction of the 
mortgage debt, thus leaving more 
money for purchases of goods. 

4. Prospects for improvement ol 
the industrial outlook, a_ factor 
which must necessarily react to the 
benefit of the agricultural industry. 

Although the Bureau of Agricul- 
tural Economics will not release its 
official 1939 farm income forecast 
until later this month, experts con- 
sulted by ADVERTISING AGE agreed 
that the figure will probably be 
slightly higher than the 1938 total, 
due primarily to the largest govern- 
ment expenditure for farm benefits | 
on record. Income for the first six 
months of this year totaled $3,381,- 
000,000, about one per cent large! 
than the figure for the correspond- 
ing period of 1938. 

The 1939 estimate of $9,300,000,- 
000 total farm income compares 
with $10,350,000,000 in 1937 and 
$9,672,000,000 in 1936. The low 
point for the 1925-1938 period was 
$5,562,000,000 in 1932. 

That advertisers who watch basic 
farm indices as a guide to promo- 
tion budget preparation are expect- 
ing farm prospects at least to equal 
and possibly improve over 1938 was 
indicated by several manufacturers 
who stand at the head of the annual 
list of farm advertisers. In prac- 
tically all instances executives of 
these companies told ADVERTISING 
Ace that their farm advertising 
budgets have been set up on a basis Joins CCA 
equalling the 1938 appropriations, Department Store Buyer, New 
and in a few instances slightly | york, has joined Controlled Circu- 
above last year’s figure. lation Audit, Inc., New York. 
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Promotion Linage 
Totals 176,862 
During July 


Chicago, Aug. 10.—Total promo- 
tional linage in the advertising press 
\ during July was 176,862 lines, com- 
pared with 203,294 lines in June and 
193,088 during July of last year, 
according to a tabulation released 
| here today. 
Of this total 45,374 lines repre- 
sented newspaper promotion, 34,118 
| lines were placed by magazines, and 
| 25,018 by radio accounts. Other im- 
portant classifications during the | This map, prepared by Advertising Age on the basis of statistics compiled by the 
month were farm papers, 15,162 | Department of Commerce, segregates all counties in the United States having more 
lines; business papers, 12,978 lines,| than 50 per cent of their population on farms. Such counties are shown in black 
and advertising production, 11,019 | above. The white areas represent counties containing less than 50 per cent farm 


lines. population, according to census figures. 
The publications on which these 
. figures are based, together with 


their individual records for July, are 
as follows: 


COVERS MIAMI — EVERY MORNING tines A PACKAGE IN THE HAND 


ADVERTISING AGE (W) . 71,722 
Advertising & Selling (M). 18.536 IS WORTH TWO ON THE SHELF 
Printers’ Ink (W). 28,392 
Printers’ Ink Monthly 11,340 u “ i i 
Wake up! | you know the Miami Herald Sales Management (SM) 24.696 M-W “Jumble” Merchandise Display 
goes into 87° of the homes in Greater Tide (SM) 29 176 Baskets put your product “right into 
aU Wile Seca adlen nrmteeeeen tone thee Pabst the buyer's hands.” Customers like 
olitaies eit anaall n ' . ae to handle and examine merchandise 
rchieved by newspay Fanz Vice-President oe” 0 hesi ; 
- — od regrane = . - BEER but will hesitate to disturb carefully 
of “Item-Tribune 
timulate And re +h reer ' KIGLINE? Tappa CAN stacked goods. Articles thrown hap- 
| John W. Fanz has been elected \ - : : 
sian, ceoal sel doaiets aiiils Meskiiiin Neate wail vice-president of the Item Come 3 hazordly into Display Baskets gen- 
the Maveld than cartein ye oa aa pany, publisher of the New Orleans me erally suggest BARGAINS. For these 
on | nly { » 2 por Item-Tribune, filling the vacancy , | 
sales force for your advertising investment . . created by the death of Paul J. a oo re eee 
for 87% t your prospects are already our | Thomson last October. Mr. Fanz mppedl of good color and design — 


has been with the company for 29 
years, becoming general manager of 
Miami, Miami Beach, Coral Gables, Hialeah the Item in 1935. 

Clarke Salmon, managing editor. 
has been elected a director 


BEEEW “Jumble” Merchandise Disploy 
ets are proving “speeder- 


s WS seresits 


we saviee 
or 


rs” of v vicken 
savine ppers’ of slow movers, and q 


dealer's turn-over of your product. 


7 “ ‘ , , 
KI i + 4 | er Nows-Herald Want to See a Sample? PHONE CALUMET 7200 OR WRITE 
q m c rT d icl, president of the News- 
P 1 ss w@ we a gy Ms : has sold the MAGILL-WEINSHEIMER COMPANY 
publication to R. A. Harry, formerly $ 
THE WERALD'S SUMMER CITY CIRCULATION TOPS THE WINTER CITY CIRCULATION OF MIAMI'S SECOND PAPER a newspaper publisher in Ten- See Oe ee ee ee 
nessee 
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PATTERN SHOWING DOMINANT RURAL COUNTIES IN THE UNITED STATES ‘Times-Tribune’ 


New Entrant in 
Minneapolis Field 


Minneapolis, Aug. 10.—The Min- 
neapolis Tribune, which has been a 
16-hour paper, with a single rate 
‘> oe ‘Y covering insertions in both morn- 
‘ ing and evening editions, resolved 
itself into two separate daily news- 
papers today. The new order fol- 
lowed last week’s absorption of the 
Minneapolis Journal by the Minne- 
apolis Star to constitute a strong 
evening and Sunday paper. 

The Minneapolis Tribune will be- 
come a morning and Sunday paper 
R22: Its afternoon paper will be known 


= - \ j \ as the Times-Tribune, incorporating 
Sein ey 4 . |» in the name the old Minneapolis 
Sake a | =| 


Times, purchased by the Tribune 
many years ago. George H. Adams, 
managing editor of the former Jour- 
nal, has been retained as managing 
editor of the new Times-Tribune. 
Thomas J. Dillon, who will be su- 
pervising editor of both papers, said 
|that the Times-Tribune will not 
|only carry a host of new features, 
| but will come out in a newly de- 
| signed typographical dress, which 
| will further serve to distinguish it 
‘from its morning ally. 

| ‘cinieibitiediataiaa 


General Electric 
Set for Big Air 
Conditioning Push 


(Continued from Page 1) 
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baby, 


| sage will be of an_ institutional 
'character. Newell-Emmett is the 
agency. 

According to Elliott Harrington, 
product sales manager, “General 
Electric is going to the field this fall 
with by far the strongest and finest 
—— -| heating program it has ever had.” 

° P He declared that the outlook for fall 
Eclipse Uses Magazines business is promising, and that the 

Eclipse-Needles Company, Phila-| company anticipates “a most suc- 
delphia, manufacturer of Fruit of! cessful season.” 
| the Loom shirts and pajamas, will The entire line has been reduced 


; 4 rm ‘use three consumer magazines in its | . 4 : aa ange 
— fall campaign, beginning with Sep- ~ - wage Three new oil furnaces, 
= & tember issues. Business papers will |#"4 an oil-burning warm air condi- 
nl = Cy4ee t= also be used. Peck Advertising| tioner which is considerably smaller 
(fies o ‘= q ' Agency directs the account. | than former models, are featured. 
; am, — — a 


't should be borne in mind that this map is intended only as a quide to a general 


farm county pattern and not as literal gauge of farm buying power. Despite the 
fact that the 50 per cent farm population figure is an arbitrary one, the map does 
reflect an interesting concentration of farm pooulations in certain areas. 


Coming 
Conventions 


Aug. 22-24. National Sign As- 
sociation convention, and Interna- 
tional Sign Exposition, Hotel Stev- | 
ens, Chicago. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, N. Y. 

Sept. 27-29. Annual convention, —— . 
Direct Mail Advertising Associa- THRIF1 \ eer because West- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 


ern Newspaper Union's 3,000 country weeklies reach 


Advertising Service Association, 2-million rural families in the one way sales are 
Hotel Astor, New York. , ; e-8 . 

Oct. 2-8. Boston Conference on made quickly—by reaching whole communities of ” 

Distribution, Hotel Statler, Boston.|| families. THRIFTY . . . because cost is in line at 

ea Oct. 19-20. Annual convention, , . : 5 -_ a. ve 
sold in New York City is bought by the 17% of the families that Audit Bureau of Circulations, Hotel with national publication standards. THRIFTY... 
—— the above-average-income group.* These easy-to-sell ee ee — a because these newspapers can be bought in regional 

amilies form New York's most profitable volume market. Con- ’ ; Te og — <a , 

» paper Advertising Executives Asso- groups for coverage of exact areas. THRIFTY .. . 


centrate your advertising among them by concentrating it in ciation, Chicago. 


117-18. "Fall meeting, Inlana|| because one advertis- 
THE NEW YORK TIMES Daily Press Association, Hotel Sher- |< -- opie eatftows for WESTERN NEWSPAPER 
man, Chicago. ing plate sulhices for 310 East 45th Street, New York 


“Ack our Market Research Department for the facts Oct. 25-28. Annual convention, all 3,000 newspapers. U NION 210 South Desplaines Street, Chicago 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 
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7 Index of Retail Activity in 80 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 


| 


(Copyright, 1939, by Advertising Publications, Inc.) 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,’ 30 cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.75 per inch. Write for folder describing discounts for term insertions. 


RETAIL ACTIVITY 
in MAJOR MARKETS 
compared with last year 


Week-by-week 


Total variation 


year to date 

_ POSITIONS WANTED RK EPR ESENTATIVE AVAILABLE _ I J 
COPY WRITER—recent college gradu- | Trade Paper Publishers eee 
ate, some experience. Also knowledge | How about Ohio, W. Pa., E. Mich., 
of layout and export advertising De-|terr.? I can sell space for one or two f } 
sires immediate agency connection. est. papers. Will be in N.Y.C. Aug. frie 
Box 1844, ADVERTISING AGE, N. Y.| 21 to 26. ; : M 

What Do You Want Written? | Box 1847, ADVERTISING AGE, N. Y. bene 
$1 buys Ist page. State facts, get |= —— — i 
copy 2 days later. If pleased, 10¢ i 


: | HELP WANTED 

per typed line brings balance. Revise Berean wey 
free. Copywriting since '29. Serve | EXPERIENCED ADVERTISING AND 
any agency or advertiser. Copy Build- | IDEA MAN 
ers, Box 915, Buffalo, N. Y. __ | by established Chicago agency. Must | 7 a 15 22 29 5 12 19 26 2 - 16 23 30 7 

. : : . rolifie ideas, able to make — a. — - me _ oe 
Avatiable—Established sales office | be Prolific with ie ’ Bel y agg 
manned by college trained young rouse — and Se ee JAN. JULY AUG. SEPT. OCT. 

. woman with extensive contacts in e ccnp a iI . net ~ tonal eed 

sales work with manufacturers, in- | 97. toate ” eo = va e omnes 4 60 
dustrialists, dealers and consumers. | - oe penn ta a ~ g® « 
Salary desired for exclusive services, | Preferred. sive experience, and 8a 


% Gain % Gain 
.£ tox 1845, ADVERTISING AGE, Chgo. | 1 rat Ppa AGE. Cheo 31-Week 31-Week 31-Week or Loss or Loss 
as Advertising Agency Production Man-|— Period Period Perica 1939-1939 Week Week % Gain 
‘a ager or printing buyer for a manu ———e | J Ended — Ended — banded over over Ended ' Ended or 
facturer is open for a position. 15 PHOTO AD-CARDS City Aug. 7, 1937 Aug. 6,1938 Aug. 5, 1939 1937 1938 Aug. 6,1938 Aug. 5, 1939 Loss 
seerinine erate Ten eke ft |. BEAT THE SUMMER SLUMP | fAkron, O. ............ 10,270,187 7,278,183 5,862,948  —42.9 —19.5 214,036 209,255 —2.2 
to organize and superintend a print- | G0 after business the modern way by | Albany, N. Y. ......++. 5,805,904 5,086,115 4,921,082 —15.3 —3.3 134,834 122,339 —9.3 
iia’ ing plant. Familiar with typography pores ay Bt ges on pot a oe —_— pS ere 4,134,094 2,986,765 3,374,441 —18.4 +13.0 70,826 82,054 +15.9 
ny and careful purchase of engravings py > ! ra anil ites “On request. PP. See 9,240,518 8,653,862 9,925,790 + 7.4 +14.7 304,766 343,294 +12.6 
; ane a oe Hy. “ee a | GRAPHIC. ARTS PHOTO SERVICE, | Baltimore, Md. ........ 13,588,392 12,668,549 12,748,081 —6.2 + 0.6 337,662 353,443 + 4.7 
Am i; > “nis > ghes i 7 meht P | es ORR A " 
* —_ '" | HAMILTON, OHIO. | Birmingham, Ala. .... 7,509,292 7,295,456 7,582,092 +1.0 +3.9 222,334 258,692 +16.4 
: Box 1846, ADVERTISING AGE, Cheo a — ci MRORtOM, BEBGS. 6. cians 11,673,390 10,602,630 10,865,870 —6.9 +-2.5 274,712 297,611 + 8.3 
ae Cc SERVICES | Bridgeport, C 5,970,08 5,252,912 5,695,626 —4.6 +8.4 146,664 158,704 +8.2 
, Experienced Trade Paper space sales- | SPECIAL SERVICES | _| rte age 95m anaes Bry sgt: meet ee 221,746 ape 
hd P . . ve sires " a ————_—_—_—— ames ih é » eee 6 eee 68 eee st , de Dye 9,Vili@d jj eee eee eee eee @#25¢*®O @& #  «# # # #* sere 
ee, en Pt + cng os Nn talaga YOU ARE INVITED | Camden, N. J. ......... °' 371.136 2'182,087 2,392,780 +0.9 +9.7 66,357 65,114 —1.9 
oo) Box 1848, ADVERTISING AGE, N. Y. | to compare the —e of peress | Gedar Rapids, la. ... 3,093,734 2,749,992 2,863,726 omen 4 +4.1 81,802 95,718 +17.0 
— 7 : newest process With the cost of type- | @poriec Sh gals te » Pon o¢ »” err . . ‘ 7.668 g . 
Experienced space sniesman wants setting  caammerina and printing. ; Charleston, W. Va. .... 6,780,830 6,449,162 €,069,913 —10.5 6.3 attested a58,008 ht : . 
representation good trade paper or Our process requires no cuts!! Chattanooga, Tenn. ... 3,805,197 3,643,745 4,425,619 +16.3 + 21.5 111,190 143,538 +19.1 as 
magazine, Chicago territory. If inter- | Short runs without penalty. ee | 19,553,578 18,412,244 17,292,127 —11.6 —6.1 451,870 427,840 —5 3 
- Son 18 ADVERTISING AGE. ct For example: ; CURCINOEEL, Oe ii vccas's 10,409,430 8,914,649 9,147,200 —12.1 + 2.6 253,082 262,047 +3.5 te 
war »O%X a0, 7) mi. im, ro. F ) 2 iin ” 9 2 - Yr whrrwvy =~ > = n« q 927 . A . 
4 pie tnt ; = 500 Copies (8%x11") $2.63 9° | Cleveland, O. .......-- 12,656,068 10,307,887 10,411,541 —17.7 +1.0 273,166 287,169 +5.1 fo 
IDEIA-MAN | Anes See oqenee a 22 Columbus, O. ......... 8,406,359 7,277,801 7,777,708 —7.5 +6.9 196,373 200,202 +-1,9 c 
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Standard Oil of Indiana 


Advertises the Farmer, Too 


HUMAN INTEREST FOR THE FARMER 


¥ . ats 


plishments are not forgotten in the 
advertising. Reclamation of land, 
| terracing, and unusual farm occu- 
_pations and hobbies are given em- 
|phasis throughout the campaign. 
|Special uses fgr farm machinery 


By WESLEY IL. NUNN 


Advertising Manager, 
Standard Oil Company (Indiana) 


When some 30 years ago farmers 
began buying gasoline and kero- 
sene-driven tractors, as well as pas- 
senger cars and trucks in increas- 
ing numbers, they were at once 
faced with the problem of selecting 
the most efficient and economical 
fuels, motor oils, 
operate their motor vehicles at the 
lowest possible cost. 

Fortunately, there was a man in 
their community to whom they 
could turn for advice. He was 


and greases to! 


so that an ailing farm family may 
have medical attention and kero- 
sene for the stove. Through this 
scene, in the words of Robert Arm- 
strong, who plays the part of 
“Stan,” “oil and medicine go hand 
in hand.” 

Against such a background it is 
perhaps only natural that the 
/}company’s farm paper advertising 
should reflect most forcefully the 
neighborly and friendly relationship 
which today exists between the 
| farmer and the company’s agent 
and should emphasize both Stand- 
| ard’s service and its products as 
|major themes. 


“Stan,” the agent of the Standard | 


Oil Company of Indiana, and in 
most instances a friend and neigh- 
bor. 

For ten years past “Stan” had 
been calling with his horsedrawn 
tank wagon at the doors of thou- 
sands of farmers in ten Central 
Western states. By 1910 many of 
these Standard Oil agents had them- 
selves acquired automotive equip- 
ment in the form of tank trucks for 
more efficient delivery of supplies, 
automobiles for pleasure and busi- 
ness, and had become known as lo- 
cal authorities on combustion en- 
gines as well as on fuel and oil for 
motor vehicles. Thus, the agents 
were not only on the ground to give 
advice, but also could deliver the 
proper petroleum supplies and speak 
with the knowledge of experience 
as to their use. 

To realize today just how impor- 
tant it was in those days that the 
farmer learn quickly and correctly 
the proper use of petroleum prod- 
ucts for his tractor, it should be re- 
called that by 1910 some 56 organi- 
zations were turning out tractors, 
and by 1915 the number of tractor 
concerns had grown to over 500. 


“Tractor Schools” Created 


In furtherance of an early-form- 
ulated plan to educate the farmer 
through the agent on the proper 
use of its products, Standard soon 


Good Will Copy 


While many of Standard’s adver- 
tising messages reach the farmer 
through the 1,700 daily and weekly 
newspapers on the company’s sched- 
ule, as well as through posters, di- 
rect mail literature, and _ other 
media, it is in the farm papers that 
the real story of Standard Oil’s 
place on the farm is told. Through 
27 leading farm journals, which are 
read by 2,000,000 agriculturists in 
the Central West, Standard reaches 
practically every power farmer in 
its marketing area. These messages 
constantly advertise Standard’s gas- 
olines, motor oils, greases, insect 
spray, or other petroleum products, 
and Standard service. 


Testimonials Are Gratis 


Perhaps at first glance the ma- 
jority of these advertisements may 
appear to feature the farmers even 
more than the company’s products 
from the standpoint of the relative 
amount of space devoted to each. 
But an analysis of the many ad- 
vantages which are to be gained 
through winning the further good 
will of the farm market makes the 
seeming unbalance appear in the 
light of sound advertising practice. 
In almost every advertisement are 
prominently featured in pictures 
and text from one to three farmers 


began distributing educational liter- 
ature and films on tractor operation | 
and the proper use of petroleum | 
products to both agent and farmer. | 
This educational work in the farm 
field led to the establishment of | 
“tractor schools.” These schools | 


clans to teach its local representa- | 
tives how to deal with the many | 
problems which may confront the | 
farmer in the operation of his power | 


who are in the public eye because | 
accomplish- | 


of their activities or 


BOSSY AND THE BOSS 


. doe ate ms Bao-Vin 
Meet (hs aovw = — : 
wed ‘ 


Degtor « 


AND THEY RECOMMEND 
Long-lasting, Tough-bodied 


IS0-VIS 


MOTOR OIL 


tse thes promium-qiality bubmeant lessens 
the operating costsed farm equipment Hex sue 
they, like thousands of other farmers. bays 
. learned from field experience that bso. Ves gi 
- wevam chiletowe, five om h - hese shader. forms less engine carbon aed tub 
of tna-Vis Meta Gl in hie traction 
ev bates 


dares dures 


cates tantly at low Cemperat ures 


ASH “STANT ABOUT STARGAROS KEW Poe 
CHASE PLAN WHICH GIVES TOO THiS PaCwiON 
QUALITY MOTOR OIL AT A BARGAIN Paice 


STANDARD OIL COMPANY 


Standard Oil has won many friends among the farmers it serves through such 
copy as this, in which just about as much attention is given to “promoting” the 
farmer as is given to the company's products. 


=| tractor 


and suggestions for the economical 
and efficient operation of power 
farming equipment are often men- 
tioned because it is believed that 
the average power farmer is vitally 
interested in adopting the most 
modern farming methods and will 
appreciate suggestions which may 
come from authoritative sources. 


Many Fuels Are Featured 


Consistent with the promotion of 
the agent as an advisor in the rural 
market on the selection of the pro- 
per fuels, motor oils, and greases 
for each type of farm equipment, 
some of Standard’s farm paper ad- 
vertising is devoted to recommend- 
ing a variety of fuels. An insertion 
titled “3 Fine Fuels to Cut Power 
Farming Costs” is typical of this 
theme. Reference is made to Stand- 
ard Red Crown gasoline as being 
recommended for the newer high- 
compression engines. The message 
is localized in the farmer’s mind by 
the statement from “Stan” that 
“You'll find these three fine fuels on 
my truck,” with an offer from the 
agent to help personally in the 
choice of the fuel which is best 
suited to the farmer's tractor. 

Throughout the campaign the 
fuel tests previously re- 


| a . — oa 7 . 
'ments, such as winning awards for|neighbors and relatives of the | ferred to as having been gathered 


| livestock, seed corn, or other pro-| farmer described. 
| duce at state or county fairs, or for With the realization, too, that the 
indulging in interesting and prof-/| farm youth of today is the customer 
itable hobbies. of tomorrow, the agent makes it a 
This year more than 140 adver-| point to report 4-H Club and farm- 
tisements, featuring at least twice | youth movement activities among 
that many farmers and their activi- | the children of customers who are 
ties, will appear in the farm press.|to be featured in the advertising. 
Typical is an advertisement from | Frequently the girls and boys them- 
an April issue of the Corn Belt | selves and their prize-winning stock 


Farm Dailies. Here we see prom- 
inent farmers from Kansas, Mis- 
souri, and Wisconsin who are 
“Noted for Their Interesting and 
Profitable Activities,” favorable 
publicity for these staunch Standard 
Oil customers. Incidentally, the 
testimonial statements quoted were 
made voluntarily by the farmers 
interviewed. 


Results Prove Value 


In the belief that farmers are 
| keenly interested in the activities of 
other farmers in their own states or 
adjoining states, the advertisements 
are localized for the state farm 
papers. Typical is the accompany- 


Hobbies Help Others.” In this ad- 
vertising message on Iso-Vis motor 
oil several prominent Indiana farm- 
ers are pictured and described, as 


‘or produce are 
| described. 

| While livestock is one of the 
| farmer's prime interests, farm man- 
|agement and power farming accom- 


pictured and 


_— — 


— 


| 


|as a result of comparative field tests 
on thousands of farms are promi- 
nently publicized, especially just be- 
fore spring plowing commences. At 
certain seasons motor oil, kerosene, 
and Standard Oil lubricants also are 
advertised in the farm press, and a 
special campaign on Bovinol insect 
spray is carried out from April 
through July in seven dairy publi- 
cations. Continuity is maintained in 
the Bovinol series by the use of a 
cartoon type of ad featuring the ad- 
ventures of Bossy and the Boss, one 
of which is shown here. 


“PAPER SET?” 


| When you contract for space in a 
| newspaper, trade paper or maga- 


oA are now held regularly in all parts ing advertisement from Indiana . 
1.5 of Standard’s territory under the Farmer’s Guide entitled “Their | We say NO eee and here Ss why: 
4.7 auspices of the company’s techni- | 


of your organization or the pub- 
lications. In modern day compe- 


Tr : well as one Michigan man. | zine, you are simply leasing white _ tition it also calls for a good type 

0 equipment. j i i a- . . r . . 

7.5 “ _ Because of its national circula | space to serve youinselling. What —_ face assortment. And it sometimes 

A Stanfen® Gesvien & & tized tion, a special series of farm per- | ; lee af - : 

+ Standard Service ramatize ‘sonality advertisements entitled | goes into that white space is what requires a great deal of time and 
-¥ Brn bona fg lng gees Pee sey Oil’s ai ae. | determines the result you obtain. —__ patience to get an advertisement 
oe nan} ’ cessful Farmers” is used in Success- , : : aes : 

86 Hj the farmer and his family than just ful Farming | You pick your illustration, you to have any kind of appearance 
36 on por aoe agree neem > . - Obviously these advertisements) make a fine halftone, youcarefully _ that will satisfy you. True, the 

03 now enables the company to drama- - © ive favors ici iv : ry 
168 fl tize Standard pr eg ert ern Ree eo Sy deciae ck oadiies aie eee | go over your copy, you are pleased —_ cost of the space is often small, 

2! @ 4» outstanding example is the full- B ‘which the farmers make a_ profit. | with the layout of the advertise- —_ but no space cost is too small not 
+ 1.6 enoct j ic >» & 99 "O<- ,c H 7 « | . " . . . . . 
38 ‘neth motion picture “Stan,” pro © Y 4 N Oo | This dual function of the ad-| ment. So far everything is fine to justify the sales message being 
04.7 ‘uced for the company in Holly-| geges sess away... ron aAmnvapay |Vertising has many times proved its , , ” € . ; : 

13.7 ‘ood to portray the life of a typical | 4... sce mene sepeiiens ett tt os anve | WOrth. In one instance, a cattleman, until you decide to let the “paper —_ given every opportunity to do 
30." standard — agent. This Picture | ing snnored tn mer youhore aver the poty inveess ss | Whose blooded bull was featured in| set."” So you proceed to either the required work successfully. 
1.5 ’S run through 5,000 she wings in only yourselt to blame if her tat: applied but once a day ; . , j iE: ° - e.° ¢ 
207 ie ‘see netore “ ever pane dinamton, us elbie snd EES Aah you Sandard OW agent Pon gg ge greg specify what types are The additional cost 

29.1 tae ets ne 5 horn fees resalts in redeced te demonstrate Bevinel stock | . - os - . a ° ° 

3.3 "estern farm audience Of MOFe | «1» vais snd ier dsiry potas — aorey on you in atin | Scores of letters from many states| to be used in setting is not great and the 
a awe men, women and | ere rene nee a bey goo tcig raisers a bye your advertisement or simplicity and ease of 

6.$ iildren, attinthume’: <_< - | |in the market for an animal of the | ~ : : 

2 In “Stan” are depicted many un-| StaNDARD OIL COM PANY |t¥Pe shown. you take achance that leabili handling as well as a 

i a pe i : . as ° 

ee oe renders his haunts Act os Benevtens someone on the publi- ary good fine appearance is 

94.6 Mrmunity ji t is ‘ . ° ° ° agriniegmmamvaninepen . . 
- Sor in aek pa. ee too, has its sheoe, in Stendard | 1 order to gather the photo-| °@tion will interpret paid eepensieaoen not difficult to obtain. 
et 5: ae ° il copy, as witness this dairy publica- ; ‘ d= . adeangnaaanemmee ae ae 
+ Stan” taking the local doc- | tion insertion dealing with "Bossy and | 8raphs and interviews to be used in the layout and give nine rio nae Talk it over today with 
13 his truck through a blizzard the Boss.” po gh ge papers, some de age you w hat is needed. prey crea a representative of the 
— of the company were notifie al 1. re ‘ ; 

4 sien * | direct one | Seedadin to Santee Either of these acts re- ap Faithorn Corporation ii 
, their lists of customers and deter-| quires, for good adver- CIRGHLE! and let him explain the = 
: i shi i ar , EL 
Outstanding Advertisements of the Year eno ‘aueiea saan, tising, an exceptionally ee “sure way” to handle 


of the year featured in magazines. 


sales promotion. 


Price $3.00. 


CHICAGO, 


The current release of the Dartnell Service, "Sales Promotion Plans,” 
contains a special report featuring twenty-six outstanding advertisements 


Not only are the advertisements reproduced but in each case data is 
Given as to the results obtained and comments and analysis on the 
reasons for the success of the copy appeal. 


This single release will be sent on approval to executives interested in 


THE DARTNELL CORPORATION, 4660 RAVENSWOOD AVENUE 


ILLINOIS 


As a direct result of this coopera- 
tion it has been found that the 
agents of the company often benefit 
directly in terms of sales when one 
of their customers is featured in 
Standard Oi] farm paper copy. Not 
|only does the advertisement please 
|his present customer because he is 
given favorable publicity, but it is 
|often instrumental in getting new 
|customers as well. Frequently it is 
the means of obtaining an entree to 


skilled and technical 
knowledge on the part 


FINCHLEY is a regular user 
of Faithorn Complete Service 


your work. Simply tele- 


phone, Wabash 7820. 
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Holds Premiums 
Enable Advertiser 
fo Control Costs 


New York, Aug. 10.—Premium 
advertising is the only form of pro- 
motion that can be set up on a 
fixed-in-advance, cost-per-sale or 


no-cost basis, and yet yield a de-| 


tailed record of direct results unap- 
proachable in volume in any other 
way, according to Frank H. Wag- 
goner in a new book entitled “Pre- 
mium Advertising as a_ Selling 
Force.” The author, who has been 


editor of Premium Practice for 25 
years, points out that premium ad- 


vertisers enjoy an enviable position. | 


A manufacturer is able to predeter- | 


mine the ratio of premium cost to 
sale price of his product, and re- 


gardless of the number of premiums | 


this ratio remains unchanged. 


no part of the selling price of his | premium 
product for a premium, he is still| time, the author declares. 


able to adopt one of several self- 
liquidating plans. 


ithe baneful effects of distributing 
the same product at full retail price 
and at a reduced figure through a 
premium offer, Mr. 
|points out that, as a general rule, 
|“the premium distribution of an ar- 


| 


ticle is, or can be made, one of the 

most effective means of creating or 

stimulating its sales at retail.” 
Manufacturers who have encoun- 


cause their product can be bought 


| 
| 


other 


| The 


book, 


which 


been 


will 


earlier days that every dollar spent 
for premiums is at the expense of 
media has corrected, 


since a premiurr campaign must be 


— 


Perfection Stove 


7 
tered opposition from retailers be- advertised in some way to succeed. | Finds Fconom Plus 
be pub- | 


at about half price in a premium | lished Aug. 24 by Harper & Bros., 
distributed and their aggregate cost, | offer, thus reducing sales at the full | New York, at $3.50, mentions a long 
| price, have erred in permitting the | list of sales problems which can be 
When a manufacturer can spare} product to be distributed via the | solved by using premiums, best pre- 
| mium plans for the various kinds 
and federal and state 


method for too long a 


product is distributed by both 
ited to a week or two, or a month 
at most. 

“Premium advertising is the ef- 


Waggoner | fective stimulator of all the other 
advertising media,” Mr. Waggoner 


| ums. 


Discussing both the beneficial and methods the premium offer be lim- | 


He ad-/of businesses, 
vises that in such cases where a|laws regulating the use of premi- 


Bates Joins LAT 


Bennett Bates 
executive of 


copy 
Mitchell, 


Inc., 


New 


claims. The impression held in| Lord & Thomas. 


has 


Le! 
York, 


resigned as 


inen & 
to join 


out caste. 


the Tracks. 


Hindu counterparts. 
Yet these pariahs of 
food, 


consume soap, 


a 


nd 


toiletries and tobacco, 


SELECTIVE POSTER ADVERTISING 
IN attains SHOPPING CENTERS 


They are the untouchables. 

They may not touch or be touched by a Hindu with 
caste, nor use the same wells, temples, or schools. 

In America, we have a like number of people who 
are untouchables from the point of view of marketing. 
They are the people who live on the Wrong Side of 
Most advertising media avoid them as 


if they were unclean and impoverished like their 


our marketing system eat 


drink 


liquor, beer and Coca Cola, buy clothes and gasoline, 


size 


lhe 


location on 


four teet by eight feet 


business 
naborhood retail shop 
ping centers anywhere 
lOc 
day 


Criterion Advertising Co., Ine. 
120 Lexington Ave... New York 


Untouchables 


In India there are about fifty million people with- 


‘aise families and pay taxes—even as you and I, 


fact the still current economic upheaval has nearly 


leveled the economic status on the two sides of the 


tracks. 


class conscious. 


Criterion Service can penetrate anywhere. 


tricts that sell to any class of people. 


vears, Criterion has recognized its great opportunity 


for service by touching the untouchables 


to advertisers new, accessible markets where other 


media do not penetrate. 


leased walls ot 


buildings in 


per display per 


opening up 


But in general, advertising media are still 
They have not yet penetrated the 
rich, virgin city markets that lie on the Wrong Side. 
It can 
post displays in the naborhood retail shopping dis- 


But of recent 


In 


Is Rural Demand 


(Continued from Page 32) 


tional farm papers. Dealer helps 
include newspaper mats, broad- 
_sides, posters, direct mail and dis- 
play pieces. 

Mr. Olds reported that there was 
little turnover in the company’s 
force of dealers. Seven sales dis- 
tricts are maintained, each served 
by a district manager and complete 
sales staff. These offices are located 
in Atlanta, Chicago, Cleveland, Jer- 
sey City, Kansas City, St. Paul and 
Oakland. Company salesmen han- 
dle the selection of the local deal- 
ers and keep steadily on the job to 
insure ample cooperation. Business 
paper advertising is also employed 
in the spring and fall to stimulate 
dealer interest. 


Sees Rosy Future 


Commenting on the future, Mr. 
| Olds expressed the belief that Per- 
_fection’s sales will continue the up- 
| ward trend. He quoted Department 
of Commerce figures showing that 
,of the total manufacture of cook- 
| stoves using fuels available to all 
|rural homes (coal, wood and oil), 
oil stoves accounted for 31 per cent 
in 1935 and more than 37 per cent 
in 1937. 
| Rural electrification is also prov- 
ing a stimulus to the sale of oil 
stoves, Mr. Olds said, in contrast to 
what might be expected. It has 
| tended to make people “better liv- 
| ing conscious” and has traded them 
upward from coal and wood burn- 
j}ing stoves to oil burning stoves. 
Again quoting government figures, 
| Mr. Olds said that the oil cook stove 
‘business more than doubled be- 
‘tween 1933 and 1937, reaching an 
estimated total volume of $17,429,- 
278 in the latter year. 


| Home Improvement Next 


| Many farmers have concentrated 
upon improving their “plank” 
|equipment in recent years, he com- 
|}mented, with this including barns, 
machinery and field equipment. 
With these primary needs taken 
care of, the farmer is now turning 
his attention to the house and its 
| furnishings, thus holding out an en- 
|couraging future for sales of oil 
burning devices, according to Mr. 
Olds. 


Business Papers 
Report 9.6% Gain 
in July Volume 


Chicago, Aug. 9.—Advertising in 
the July issues of 108 business pa- 
|'pers gained 9.6 per cent over com- 
parable 1938 issues, according to 4 
tabulation appearing today in the 
August issue of Industrial Market- 


ing. For the first seven months of 
the year the decline was 2.9 per 
cent. 


Seventy-seven papers in the in- 
|dustrial group reported an 11.3 per 
cent gain in July advertising, re 
| ducing the loss for the year to date 
to 3.8 per cent. 

Twenty-one papers in the trade 
group reported a 4.6 per cent gal? 
for July and a 1.1 per cent gal? 
for the year. Ten class papel 
gained 3.4 per cent in July volume. 
but the seven-month total lacke? 
3.5 per cent of equaling 1938. 


New Quarters for 
Station WIRE 


Station WIRE, Indianapolis, 
leased the top floor of the Clayp® 
Hotel for its new studios, on whit 
$75,000 will be spent by the NB‘ 
Red and Mutual outlet. 

Hotel auditoriums seating 
people will be available to the s* 
tion for the first time. Other fe@ 
tures to be installed include * 
organ-equipped studio, cont > 
room, and three smaller stud’os #" 
offices. Eugene C. Pulliam is pr 
dent of Indianapolis Broadcast” 
Inc., operating WIRE 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


FROM A TO Z 


THIS IS TRAILER, NOT LINGERIE COPY 


eets from \ lo 2!” 


A “some sheets are 
comtorCable’ 


t- wr 


“some sheets are 


qq SETVICCable” 


t .§ 


© ‘Lady Pepperells 
are bot o 


ae 


Tow wilt Hed the Peepesell seme O0 towels ane bienh ote. tee 


With apologies to Gilbert and Sullivan, 
Pepperell Mfg. Company, Boston, 
launches a new magazine campaign fea- 
turing copy that sings out its story in 
elementary fashion. Shown here is the 
famous "Three Little Maids from School 
Are We" ditty adapted to a problem of 
vital interest to every housewife. 


Among the comforts promised trailer tourists in Covered Wagon Company's 
1940 line are luxurious vanity facilities. Milady is shown here enjoying the 
practical, albeit condensed, accommodations. Designed for livability, the trailers 
boast two complete rooms, approximating the space of a small apartment. 


SPINNING WHEEL REPLACES SEX APPEAL 


LIMBS THAT LURE 


NE-FLEX 


ow" Durrell Company turned to George CA N fl 0 | 
artist famous for his interpreta- 
feminine allure, to turn out a 
| window display in behalf of 
~~ S>  Ne-Flex hosiery. The result is 
_, ere. They are legs sans a body 
“ ™ind-—which aren't supposed to be 
to allure, anyway. The use of 
. .. ©Xtremities is in contrast to the 
®vely digits shown elsewhere on this 


Page. (Story on Page 19.) 


~ 


TOWELS =f 


-_— —-— =e ee fe, 2 ee, 


ten } 


Cannon Mills has launched a new campaign in which copy will capitalize on the 
trend toward reviving various bits of Americana, both in culture in design, instead 
of portraying beautiful ladies wrapped in Cannon towels and not much else, as 
has been done to some extent in the past. The sole modern feature to be 
retained in copy will be the towels themselves. (Story on Page |.) 


"ens 


ded 


Ga 


CHEMISTRY'S MAGIC DRAMATIZED 


Monsanto Chemical Company, St. Louis, portrays technological progress in this 
September institutional copy emphasizing the many new uses being made of 
cotton. This color page is scheduled for four national magazines. 


THE WORLD'S MOST BEAUTIFUL HANDS 


aie * 

MS. 's ii + 
# : yg 
2s i ‘3 By 


Photographic skill has been called upon to portray the hands of Miss Ruth Hawk 

in this women's magazine advertisement for Revlon nail enamel. Miss Hawk's 

hands were termed ‘the most beautiful in the world” by such authorities as 
Peter Arno, Nicholas de Molas and John Powers. 


A NEW TARGET FOR SLUGGERS 


Sherwin-Williams Company scores with this novel sign made up of cartoon cut-out 
figures painted on the bleacher fence. The scene is the Cleveland Indians’ park 
and Robert Sitterley Company is plant operator for the display. 
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Business continues good in Phoenix! Latest available reports show another ft 

monthly gain in retail sales compared with a year ago! But look at this! a 

OCCUPANCY OF STORES IN DOWNTOWN PHOENIX IS RATED AT ny 

qm APPROXIMATELY 100%! Class “A” office building occupancy follows . 

SS the same trend, also, with over 90% of space filled. It’s this solid front that = J 

vo makes it possible for retail business in the Phoenix area to ring up over | 
S seventy-five million dollars a year in sales! It brilliantly highlights this fact— x 

a iS if you want to make sales, advertise where sales are being made! . 


. BOB HALL, National Advertising Manager _Representatives—Williams, Lawrence & CresmerCo. es  fiquressniatives Poul H. Raymer Company sits 
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